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MARSHALL FIELD—Chicago .. . 





Y GIMBEL'S—Pittsburgh . . . KOBACHER—Buffalo 
. . . WANAMAKER—New York . . . RICH'S— 
ey, Atlanta . . . HOLMES COMPANY—New Orleans 
... STIX, BAER & FULLER—St. Louis . . . ALLIED, 

oe BELK, KNOTT, BOND, RICHMAN BROTHERS and 
MONTGOMERY WARD—with stores from coast to 

coast ... these and hundreds of other nationally known 


merchandisers are enthusiastic users of KORRECT-WAY 

quality-built RACKS. Like them, you want maximum re- 

turns from every foot of your ready-to-wear floor soace— 
you want it to SELL MORE GOODS! So take a tip from 
these leaders and investigate the extra features that made 

C= § them choose KORRECT-WAY racks. Learn about their 


superior functional designing, their distinctive beauty and 





their worth-while economy. Call on—phone or write your 

nearest distributor. (name below) now. Make him prove 

~~ that KORRECT-WAY racks do make a difference. You'll 
be glad you did. 


For your copy of our 
beautiful catalog illus- 
trating KORRECT-WAY 
racks—and hundreds of 
additional sales-making 
Wood, Metal, Plastic 
and Papier-Mache 
displayers. 













NEW YORK—1!5-17 West 36th « ATLANTA—Melvin S. Roos Co. + BALTIMORE—Williams Corp. - BOSTON—Eastern Displays, Inc. » BUFFALO—Samvel 
C. Dutch & Son » CINCINNATI—General Display Corp. « CHICAGO—Hecht Fixture Co. » DENVER—Walter W. Martin » DETROIT—Art Products Mfg. 
Co. + KANSAS CITY—National Equipment Corp. « LOS ANGELES—Grossman & Silvers » MINNEAPOLIS—L. E. Hier Display Equip. Co. » NEW ORLEANS 
—Gulf States Display - PHILADELPHIA—Naythons Display Fix. Co. + PITTSBURGH—DeWeese Display Equip. Co. » PORTLAND—Turner's Display Studio 
SAN FRANCISCO—Kehoe Disp. Fix. Co. + ST. LOUIS—Midwest Disp. Equip. Corp. » MONTREAL—Miller's Disp. Fix., Reg'd. » HONOLULU—Boder and Co. 
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NEW 


STRUCTURAL 


PAPERS 
in 4heautiful Colors 


4D, WHITE, BLUE AND GREEN 


the colors that are excellent for Christ- 
PMLCL LAI? Lolele Molde delidioliveltia-Yole 
nents and that can play an important 
sort in your ideas for “Going South”. 


iow, for the first time, you can buy 10 
ot paper in 12 yard rolls at less than 
ou have been paying for shorter 
es, It's only $5.45 a roll. We ship 
he same day your order is received. 


don't forget our 
‘ructural Bends, 
‘hristmas Comuras, 
ind Fluorescent 
lastics for those 
ast minute Christ- 
nos needs. 


UDUCTION ano SUPPLY 


‘SION OF W. L. STENSGAARD & ASSOCIATES, INC. 
N. JUSTINE AVE. » CHICAGO, ILL. 


© WALT DISNEY PRODUCTIONS 


STENSGAARD OBTAINS RIGHTS 
TO THE NATION'S MOST DRAMATIC 
DISPLAY AND PROMOTION THEME 
FOR SPRING AND EASTER 


WALT DISNEY'S 


FANTASIA 


Including the greatest of all American 
Designs. 


Incorporating an appeal that has relation- 
ship to quality and Fashion merchandise. 


3 A picture that millions will know about 
by Spring. 


4 To be offered Stores on rental basis. 


During November and December these plans will 
be shown only by appointment in our Chicago or 


New York Offices. 


You owe it to your store to be in on this “Sneak Preview” 
and gain advance information regarding this greatest of all 
Display and Promotion opportunities. 


W.L.STENSGAARD & ASSOCIATES, we. 


Specialists in Merchandise Presentation 


346 N. JUSTINE AVENUE + CHICAGO, ILLINOIS 
NEW YORK OFFICE: RCA BUILDING, ROCKEFELLER CENTER 
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BUILD THEM OF DOUGLAS FIR PLYWOOD 
“THE MODERN MIRACLE IN WOOD’ 





















@ You can do more with Douglas Fir Plywood than with other 
materials. This engineered lumber invites experiment . . . backs 
you up every time. It combines large size, light weight and 
damage-proof strength. It works easily with power or hand 
tools. It holds nails and screws right at the very edge without 
splitting or breaking. It can be bent to form pleasing curves. 
It builds long-lived displays, partitions, backgrounds and a 
thousand more things . . . then can be re-used over and over 
again. It can be finished in any way you desire . . . natural, 
stain, paint, enamel, plastics, paper or cloth. 


There is a grade and a thickness of Douglas Fir Plywood for 
every purpose. Most popular for indoor use is PLYWALL, the 
wallboard grade. Plywall may also be used for protective fences 
and signs during building construction or modernization, 
although the utility Plyscord grade is adequate. For all perma- 
nent outdoor work, use the water-proof exterior type, which is 
“grade trade-marked” EXT-DFPA. Your lumber dealer can 
supply you. Order a stock today! 
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BUT ON SECOND GLANCE you'll find that 
this effective combination of painted bulletin 
and protective fence is Douglas Fir Plywood. 
It was used on Grayson’s new Seattle, Wash- 
iagton, store. 


EASY TO USE Because Douglas Fir Plywood 
is REAL wood, it can be easily and quickly 
turned into displays of all sorts. Keep a stock 
on hand at all times so that you will be ready 
to meet every demand made on you. 















PLYWOOD GETS A ‘“‘HAND”’ This striking Lipman 
Wolfe & Co. (Portland, Ore.) display shows how 3/8” 
Plywall can be used. This thickness of Douglas Fir Ply- 
wood wallboard is so rigid that it needs little support. 


+ * a 


WRITTEN FOR YOUR DISPLAY BOOK? 
If ycu haven’t asked for your copy of Mr. A. E. 
Hurst’s “How Your Store Can Use Douglas 
Fir Plywood,” write today. It’s free . . . and 
mighty useful. Douglas Fir Plywood Associa- 
tion, Tacoma Building, Tacoma, Washington. 
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OUR NEXT ISSUE 1940 THE COVER 


Not waiting for the new year to start a good thing, "| think it is high time to get away from the Classical simplicity is the keynote of 
etal WORLD's December issue brings you a new standard spring, summer and fall ideas to be this display by Al Michel, Hudson's Bay 
“yp — — are pine Mevscca ig: i — used every year, such as swans for the White Company, Vancouver, B. C. The back- 

ee eee a sale. | think the displaymen for 1940 should be ground between the two columns is of a 


cast column by an outstanding fashion authority, to littl ns eg f +i 
keep you thoroughly posted on anticipated styles, ee ee ee ee ee ne eee 
colors, and the like for the two months ahead. Written 
by Francine Post, stylist for one of the country's lead- 
ing newspapers, this feature will be authoritative; it first or easiest idea that comes along. Display 
will be written for displaymen exclusively, with display is unlimited in idea possib:lities—make the most 
promotions in mind. We think it will help you greatly. of them!''—Louis A. Banks, The Hecht Company, 
- . Regular features continue as a matter of course. Washington. being employed for the window card. 


7 ; seamless display paper, with the ornamen- 

Display offers too many ideas and too much ; ‘ 

; : ; tation done in dark crayon. An added 

interesting work and research just to use the ‘ ‘ : 
note of luxuriousness is furnished by the 

relief decorations on the upper part of 


the central background, the same motif 





DISPLAY WORLD 


Familiar Dickens Theme 
Scores For U.S. Rubber 
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Probably at no other time of the year dus 
the average person turn to the homely thi 
of life so whole-heartedly as at Christnias 
time. Old familiar customs and _ traditioss 
reign supreme, taking on an added mellow- 
ness with each passing year. The season 
has become inextricably mingled with caro] 
singers, characters straight from the pages 
of Dickens, holly, and the other associa- 
tions which everyone knows so well. 

It was this thought behind the institu- 
tional displays used by United States Rub- 
ber Company last year in the firm’s win- 
dows on Broadway, New York City. It was 
decided to use three scenes from Dickens’ 
“A Christmas Carol,” with each setting to 
be carried out with complete authenticity. 

“A Christmas Carol,” of course, is prob- 
ably Dickens’ best-loved story. Practically 
everyone has read it at least once and 
nearly everyone is as well acquainted with 

30b Cratchit, Mrs. Cratchit, Tiny Tim, 
Martha, Scrooge, and the other characters 
as he is with his next-door neighbors. In 
many homes it is an annual custom to read 
the story aloud to the entire family some 
time during the holidays. Radio networks 
have established the custom of dramatizing 
the story on the air each Christmas day, 
and several motion picture versions of the 
“Carol” have been released in the past. 
Accordingly, the U. S. Rubber Company had 
a “natural” theme, but because everyone is 
so familiar with the story the settings had 
to be done with great care for details. 

How well this was accomplished is seen 
in the illustrations. The bareness of the 
“rooms” is in full accord with the poverty 
of the Cratchits, and the costumes are in 
keeping with those used in the Dickens era. 
Furniture, dishes, glassware, and other dec- 
orative articles are from the same _ period. 

The first display shows the twins—Tiny 
Tim’s brother and sister—helping to set the 
table in anticipation of the arrival of the 
goose. (The dog in the chair is an incon- 
gruous note which would have been better 
omitted.) 

Next is the scene where Mrs. Cratchit 
bears in triumph the roast goose, fresh and 
steaming from the baker’s around the cor- 
ner. (The “steam,” incidentally, is angel's 
hair, or spun glass.) Peter Cratchit is 
seated before the fire, which is a bit out of 
keeping with the story itself. As a matter 
of fact, the goose was brought in by the 
children and Peter was very busy with 
preparations for dinner at that moment. 
But in spite of this slight error, probably 
made intentionally for a more dramatic 
scene and which everyone who saw the dis- 
play would ignore or forget anyway, the 
setting shows careful planning and thought 
in execution. 

And for a finale, the third setting shows 
Tiny Tim entering his home on his father’s 
shoulder while Mrs. Cratchit welcomes them. 

U. S. Rubber has had a reputation for 
many years for excellent displays in its New 
York City windows. 
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Dramatic Rug Displays 








bring More Sales 


Most displaymen will tell you that rugs 
and other types of floor coverings are among 
the most difficult merchandise to display, 
usually because of their bulky nature and 
the up-hill task of working out dramatic 
settings. In the past it has been rather 
the custom to display rugs as well as pos- 
sible by making them a part of a house fur- 
nishings group—for example, a lamp and 
chair and the rug; such a method naturally 
divides the shopper interest among the three 
articles instead of focusing it on the floor 
covering itself. 

George J. Wells, who is a New York City 
display consultant, designer, and the like, 
has worked out a way of showing this mer- 
chandise dramatically and convincingly. The 
photographs show his treatment of several 
windows for Charles P. Cochrane Company, 
New York City, one of the largest rug and 
carpet houses. 

The significant point about these pictures 
is that they illustrate a trend in the display 
of floor coverings. Several seasons are por- 


trayed here in order to give a clearer idea 
of Wells’ methods. 

At the upper left is a display of “Clear 
Color,” making a tie-in with autumn foliage. 
The tree was cut from homasote and painted 
in natural tones. The big leaves were cut 
from %-inch fir plywood and covered with 
carpeting as shown. The smaller paper 
leaves were in brighter colors, and the card 
copy followed the general motif by being on 
wood-grained cardboard. The fawn at the 
base of the tree was of felt. 

At the upper right is a setting whose 
theme is “Dramatize Your Home with 
Color.” The hand was cut from homasote, 
and fastened to the window ceiling. The 
large piece of carpet was cut and bound so 


—Dramatic settings for floor coverings, by 

George J. Wells, for the Charles P. Coch- 

rane Company, New York City. The ab- 

sence of the customary rug, chair, table, 

and lamp ensemble forces the attention of 

the shopper on just one thing—the floor 
covering— 


that its shape would suggest a full-size rug 
as seen in perspective; it was mounted on 
plywood and hung from wires. Long strips 
of carpet were allowed to hang loosely on 
the floor. Small samples were rolled on 
cardboard tubes. The painted chairs and 
lamp were cut from cardboard and _ wall- 
board. 

Lower left, the setting suggests a forest. 
The carpeting was rolled on tubes ranging 
from 6 to 24 inches in diameter. 
were stapled to the floor as if growing from 


Flowers 


the ground. The background was covered 
with harmonizing fabric. At the base of 
the “trees” small felt fawns were placed 
to add to the impression of height. 

Lower right, a display for a shallow win- 
dow with open background. The stylized 
tree bore “fruit” in the form of rug samples 
rolled on tubes and suspended by ribbons. 

The results of these displays prove very 
conclusively that when rug windows are 
given more dramatic treatment, they pro- 
duce more sales. 
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Los Angeles Displays 


During this mid-season period for the 
display profession, the store windows of 
Southern California are composed of a smat- 
tering of football, opera, Palm Springs, and 
home furnishings. A few displays had a hint 
of Christmas time in their treatment, but 
they were a mere parody of the December 
extravaganza in which every displayman 
here plans to participate. Harvest and gob- 
lin time succeeded in bringing out some 
striking new color combinations, while red, 
blue, and gold were the high scoring blends 
for the collegians as the football season got 
into full swing. One prominent football win- 
dow showing men’s “clear-cut” worsteds had 
a very interesting and timely background in 
the form of photo enlargement covering the 
entire rear of the window, giving the com- 
plete gridiron schedule for the Pacific coast 
teams; bordering it were several smaller 
photos explaining the referee’s signals. 

Early in November the opera season 
opened—one of the really formal octasions 
in Southern California, which is the land of 
informality. But this season inaugurates 
the latest designs, America style, in milady’s 
clothes ... the most elegant jewels and furs, 
the most elaborate coiffures in fall’s formal 
mode. One striking opera window will be 
described later in this article. 

The phrase “from formal to extremely in- 
formal” brings to mind the name of Palm 
Springs. High caliber resort wear for the 
hunter and horseman was one of the display 
themes saluting the reopening of the season. 


Two new colors, cactus green and dawn 
pink, were prominent in the playgirl win- 


By HERB CROSS 


"Dick'’ Whittington, Photographers, Los Angeles 





dows. The annual ride of the Palm Springs 
“Vaqueros,” a group of horse-loving en- 
thusiasts whose annual desert trek invites 
commendation, was the background and set- 
ting for one J. W. Robinson riding window. 
Display Manager Harvey Pettit had two 
mannequins in riding habits, one sitting on a 
rail fence, the other tightening her belt. In 
the foreground were frolicing donkeys hav- 
ing a miniature tug-o-war over a bandana. 
A lariat in graceful loops was the only 
background. 















A striking idea taken from the old super- 
stition “Three on a Match” was used by J. 


Roy Stewart, Barker Brothers. In com- 
memoration of the store’s sixteenth anni- 
versary, Stewart had an especially fine series 
of home furnishing windows, only one of 
which can be pictured here—upper right. 
This display offers three distinct and_ in- 
dividual colors which match and highlight 
any modern living room scene. The colors 
are called Trocadero, El Dorado, and Phil- 
mont ... three lustrous shades and fabrics 
in matching tones. The superstition was 
carried out with three big matches with the 
names of the fabrics written on them. Each 
match was placed beside its descriptive fab 
ric. On the background was a folder of 
paper matches with the inscription “Three 
on a Match.” 

The novel shoe display shown here is from 
another prominent Los Angeles store. The 
thought behind this window, naturally, was 
to exhibit an outstanding collection of shoes 
in an interesting manner. As a_ result, 
twenty picture frames were made to order. 
Each frame, fastened to a shallow back 
ground accommodated one shoe. A man 
nequin stood behind a rope railing looking 
at the shoes as if they were masterpieces 
in an art gallery. A few frames also con 
tained accessories, such as a pipe or tie, in 
order to add body to the display. In the 
foreground were a dozen other varieties 0! 
footwear. This was one of the most attra 


—Upper right, by J. Roy Stewart, Barker Broth- 
ers. . . . The other displays pictured on this 
page are from a prominent Los Angeles store. 
. . « (All photographs by courtesy of "Dick 
Whittington, Photographers, Los Angeles)— 
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—Right, by John Flotten, Harris & Frank. ... 
Center, by Harvey Pettit, J. W. Robinson Com- 
pany. . . . Below, by Sidney Gorman, May 
Company-Wilshire— 
tive shoe displays seen in Los Angeles 
recently. 

The next illustrated window is from 
the same store and appealingly introduces 
“Mr. and Mrs. Dobbs ... what he wears, she 
wears .. . heads together in twin suede 
felts.” Two mannequins attired in sports- 
wear and wearing the new headgear are 
shown standing behind a huge card of in- 
troduction, head and shoulders within a 
cut-out circle. In the foreground additional 
hats were displayed. This clever window 
received much praise in local display circles. 

Seen at the top of page seven is a 
window which introduced the new _ front 
of Harris & Frank. This firm has for many 
years been promoting its own styles for men 
and women. Display Manager John Flotten 
just recently completed the modern store 
front which offers new opportunities for 
display presentation. The featured window 
in the store is constructed in peninsular 
fashion; that is, the mannequins can face the 
street, vet customers are able to walk be- 
hind them and get a full figure view as if 
the window were in rotation. Thefe is 
plenty of room to get the proper perspective 
from all angles. This window now has a 
football display theme and contains a ticket 
booth which is a replica of those at the Los 
Angeles Memorial coliseum. Eight men and 
one coed mannequins were used in this one 
display, yet without crowding. The actions 
and expressions of the mannequins repre- 
sented all of the “types” that attend a foot- 
ball game. <A full figure mannequin was 
used to represent the ticket seller. As 
U. S. C. and U. C. L. A. are the two most 
prominent local teams, their football sche- 
dules were placed on the booth. At the rear 
was a sketch of the coliseum. The illu- 
mination was entirely from above, putting 
deep shadows and contrasting light on the 
figures. 

The next window is by Harvey Pettit, 
J. W. Robinson Company, and_ features 
merchandise showing for the first time in 
Los Angeles, with exclusive rights to this 
store. It is a woman’s outfit, personally de- 
signed by Schiaparelli. The clothes are 
ultra-modern and that idea was the theme of 
the window. The mannequin stood with 
her accessories at the left of «he window, 
while at the right were a cute, long-horned 
deer, and a small child. The child was clad 
in leaves and looked like a wood sprite 
a direct contrast to the up-to-date outfit 
on the figure. The entire rear of the win- 
dow was crowned with a_ beautiful char 
treuse taffeta drape. The illumination was 
by spotlight and flood. 

With the arrival of the Ballet Russe to 
Los Angeles, a number of stores used _ its 
characters and representations for window 
displays. One of the finest of these win- 
dows is shown here; it was designed by 
Sidney Gorman of the May Company-Wil- 
shire. A mannequin attired in a beautiful 


evening gown is suspended in air by “invis- 
ible” wires, as if she were an angel floating 
down to the accompaniment of music. She 
appears beside a silver artificial tree which 
is embellished with many cut-out musical 


notes. 
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Rare Woods Give Charm 
To New Sales Ficoor 


By ADRIAN DELSMAN 
Frederick & Nelson, Seattle 














The general layout of our new seco 
floor was planned to effect the proper di 
tribution of shopping traffic, to correlate r 
lated departments, to effect a dramatic di 
play of merchandise, to provide comfort fo 
the shopper, and to facilitate access from 
one department to another. The intention 
was to accomplish these things and to avoid 
any semblance of crowding of fixtures or oi 
the congestion of merchandise at any one 
point. We wanted a beautiful and striking 
sales floor—modern, but not modernistic 
colorful, but not glaring; expansive, but not 
cold or formal. 


















One of the most interesting features of 
the floor is the use of rare woods. Several 
different types of wood have been given spe 
cial treatment and finish and are used in 
place of paint and enamel; thus we avoided 
a monotony of painted surface and at the 
same time provided exposed wall surfaces 
that will retain their beauty indefinitely. In 
the “Little Money shop” (second illustra- 
tion), paldao wood has been used effectively 
with glass and enamel. Paldao is a hard 
wood found in certain parts of Africa and 
the Philippines, growing at random = and 
never constituting a forest. Each log is dif- 
ferent and wherever paldao is used it is 
necessary to purchase a complete log or 

























logs from the same tree; wood = surfaces 
from one log can not be matched with that 
from another tree. 








Bosse wood from South Africa has been 






used in the “Frenelle Dress shop” and in 
the “Gown shop,” pictured in the first pho- 
tograph. So far as is known, the particular 
treatment and finish given this wood for 
this new floor has never been employed 
before. 

Honduras mahogany as a wall surtace is 
not new, of course, but a new and exclusive 
finish for it was worked out for Frederick 
& Nelson and the wood is used in the coat 
and suit salon, a photograph of which is 
seen at the lower right on page 9. 

The facing of the ledges in the millinery 
section, first photograph on page 9, is satin- 
wood from India and the West Indies. It 
has been used for centuries for ornamental 
purposes and wherever rare-wood crafts- 
manship was required. 

Each of these woods has been given a 
special treatment preparatory to the final 
finish. This treatment consists of several 
steps, including the manner in which the 
plywood was cut from the log. Then fol- 







































—The gown shop, with circular wall of bosse 
wood from South Africa... . Center, the shoe 
salon, featuring paldao wood and a large 
back panel of art glass. This photograph was 
made before the new lighting system had been 
installed, as is the case with the first two 
photographs on the following page. . . . Left, 
one of the window displays installed to an- 
nounce the opening of the new sales floor— 
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—Floor displays divide a number of the sec- 

tions of the new floor. . . . Center, the walls 

of the “Young Modern's shop" are in pastel 

lacquers; the interesting hanging cases are 

lighted by fluorescence. . . . Recessed fluores- 

cent illumination is one of the features of the 
coat and suit section— 


lowed a process of bleaching, after which 
each wood was “filled’—the filler carrying 
a pigment that would blend perfectly with 
the bleached surface and at the same time 
produce the desired tone and hue. After 
this filling, the finishing coats of lacquer 
were put on, each coat being rubbed before 
the next one was applied. 

It will be noted that several of these 
photographs show the old type of hanging 
lighting fixtures. This is due to the fact that 
the pictures were made before the new fluo- 
rescent lighting fixtures had been installed. 
A typical example of the new lighting used 
in several of the floor’s divisions is seen in 
the final photograph on page 9. The glass 
plates used to shield the light tubes and 
through which the light is radiated are a 
special type of glass developed for this pur- 
pose and probably represent the newest fea- 
ture developed for fluorescent lighting. 

In general, the second floor’s overhead 
lighting represents the latest developments 
in incandescent semi-indirect lighting, its 
chief characteristic being that a desirable 
radiation of light is obtained from a fixture 
that avoids the massiveness which in the 
past has made similar fixtures so con- 
spicuous. 

Philippine mahogany comes in for exten- 
sive use in various spots on the new floor. 
Naturally of a brownish or reddish shade, 
this wood underwent a bleaching process 
which removed all the color, after which a 
special filler was applied to give a soft rosy 
glow to the wood. 

The setting in which it would be used even 
influenced the choice of the marble for the 
fur salon. It was necessary to order the 
marble months before it was needed from 
Proctor, Vt.; it has characteristic ice-green 
markings which make it especially suitable 
for a decorative note in a fur salon. 

The general layout of the new sales floor 
was planned by C. E. Swanson Associates. 

The first two photographs on page 8 have 
been described in the foregoing. The illus- 
tration at the bottom of that page is one of a 
series of window displays in connection 
with the opening of the new floor. A large 
photograph of the section from which the 
merchandise came was mounted on a copper 
finished mat. The background was of warm 
tan satin, 6 inches in front of which was 
stretched a fine net lacquered with metallic 
copper. Between the net and the satin were 
concealed fluorescent lights which created 
an effect of great depth. 

The first photograph on page 9 shows the 
type of display used to divide the millinery 
section from the sports shop. 

Next is the “Young Modern’s shop,” de- 
voted to all types of apparel from sports 
to formal wear for the college girl. The 
Walls are in pastel lacquers and the inter- 
esting hanging cases have fluorescent light- 
ing, 

The coat and suit shop seen in the final 
photograph features recessed fluorescent 
lighting in the ceiling. In the extreme rear 
is a large daylight selling room. 
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Students of the contemporary scene can 
chronicle the events of an exciting Indian 
Summer and early winter days by follow- 
ing window displays. For through display, 
the public is carried along as an audience— 
with an opportunity to preview the major 
social and other timely events of the met- 
ropolis—all without benefit of entrance fee. 

The football season; the annual Horse 
show; the Ice carnival; Hallowe’en; the 
Automobile show; the Ballet season; open- 
ings at the theatre—all sign posts of this 
time of the year. These are the things 
which have served as inspiration for local 
displaymen during the past couple of weeks. 

In line with some previous promotions 
that stressed the American scene, the Amer- 
ican way, and American designs and design- 
ers, it was decided at Franklin Simon’s to 
dramatize a familiar American color, 
namely, American Beauty. Since the main 
theme was a color story throughout, Display 
Director James Gosling decided to use as 
little merchandise as possible and play up 
the title of the color. Five windows were 
given over to this promotion, one of them 
being pictured on this page. On the inside 
of each plate glass was painted a large 
American Beauty rose; from stem to top 
of blossom the rose measured over 5 feet. 
The merchandise used, including all acces- 
sories, was especially dyed in the American 
Beauty color for this promotion. The back- 
grounds of the windows were painted in a 
contrasting color and the floor covering was 
dyed a rich purple. 

In painting the rose on the window, the 
artist used an ingenious mixture of oil, 
translucent paint, and water color pigments. 
That the existence of these beautiful roses 
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Around Manhatt 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


was essentially fleeting was indicated by 
their removal after a brief life of four days 
—a removal which was simply and quickly 
done with an ordinary razor blade—yet it 
took two artists three and a half hours to 
paint each rose on the inside of the glass. 

“How to look when you take out an Amer- 
ican Beauty” made the card copy of this 
setting, where men's evening wear received 
importance through the use of a masculine 
mannequin and a grouping of accessories to 
the left of the setting. These windows were 
very successful in promoting the store’s ex 


clusive new fashion color. 
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Simplicity—which should not be confused 
with bareness—was the keynote of a series 
of windows at Bergdorf Goodman’s when 
Display Director Robert Riley used the 
Horse show as an evening fashion theme. 
Horse show posters in a shade of violet 
were used to cover a two-step plateau and 
a column which extended from the plateau 
to the top of the window. (This display is 
not illustrated.) 

A sculpture of a horse was shown in a 
shadow-box unit placed off center of the 
column, the framed niche finished in bright 
yellow and individually lighted. The man- 
nequin, wearing a luxurious gown and a fur- 
wrap, was posed on the top step of the plat- 
form and complementary accessories ar 
ranged on the three levels. 

In a men’s wear window, Display Directo: 
Irving Eldredge skillfully used _ patriotic 
symbols for decor, with the card reading 
“Macy’s Salutes America—in response to 
a new and growing demand, Macy presents 
Flag Colors in men’s wear.” (Pictured at 
top of page 11.) 

A cut-out of the map of the United States, 
finished in gray and slightly elevated, made 
the interesting display unit for a grouping ot 
men’s wear accessories in the colors men 
tioned. The knotty pine panels of the back 
wall were spaced with cut-outs of stars in 
unfinished wood, with the sides painted in 
red or blue. A gold eagle commands the 
central position against the backwall and the 
floor is covered in navy blue. The thre 
mannequins wear blue suits—the flag colors 
accented in their accessories. 

Tom Hanlon, display director, James 
McCreery & Co., created two delightful set 
tings in featuring the flexibility and comfort 


—Top, right, by Haslett Glazebrook, De Pinna's. 
. . « Center, by Tom Hanlon, McCreery's. . . . 
Left, by James Gosling, Franklin Simon. . . . 
(All photographs by courtesy of Virginia Roehl, 
Virginia Roehl Studios, New York City)— 
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—Top, by Irving Eldredge, R. H. Macy & Co. 

. .. Center, by R. H. Bensch and A. Howatt, 

Porter's. . . . Below, by Arthur Charni, Mc- 
Cutcheon's— 


of corsets, as seen on page 10. The manne- 
quins were charming and glamorous in their 
role of trapeze artists. The two at the right 
are still in their act, the circus props geared 
for continuous slow motion. Their compan- 
ions to the left, having just completed their 
routine, are now taking their bows. Blue 
seamless paper covered the back wall, the 
use of pastel chalks giving the illusion of 
high-lights. The royal blue floor was cov- 
ered in chartreuse net. Tarlatan made the 
side curtains and swags of net with span- 
gles were used overhead. Spotlights were 
directed on the mannequins. “Right this 
way! You'll move with the greatest of 
ease, yet have control where you need it 
most, in a ‘Mist’ Garment’—said the card 
copy. 

That the art and rhythm of the ballet 
can serve effectively for merchandising dis- 
plays other than evening wear was_ illus- 
trated in a stretch of house furnishing win- 
dows at McCutcheon’s. (Potograph.an page 
FI.) 

Large reproductions of famous ballet 
sketches by Degas were used by Display 
Director Arthur Charni for background. In 
sepia tones, these sketches were framed by 
champagne colored wall board with white 
baroque scrolls painted on it. The merchan- 
dise in the towel window was all in beige 
and brown, so that the colors made one har- 
monious unit with the rug and the picture. 
Mainly because of the subtle colors chosen 
for the merchandise and window _ back- 
ground, one did not have the feeling that 
it was incongruous to show bath towels 
and bath ensembles against a Degas repro- 
duction. In the foreground of the window, 
by the card, was a ballet program opened 
to a colorful page. 

An outstanding series of men’s evening 
wear windows was used by Display Director 
Haslett Glazebrook at De Pinna’s, this 
group complementing a set of women’s wear 
windows designed to tie up with the ballet. 
(Photograph on page 10.) 

For this promotion, the portable pickled 
oak backgrounds were taken out of the three 


windows comprising the men’s section and 
> 


the windows were opened into one of dra- 
matic size. The walls and ceilings were 
painted midnight blue, which of course ap 
pears much blacker than black under arti- 
ficial light. The floor boards were stained 
dark brown. The simple and effective decor 
consisted of a light chalk beige plaster col- 
umn and matching vase holding waxy green 
leucothoe leaves. All other accessory stands 
were painted midnight blue. 

The presidential campaign made its con- 
tribution to display, of course, in a variety 
of ways. At Porter's Shop, Madison avenue, 
the subject was treated humorously. The 
shop’s displaymen, R. H. Bensch and A. 
Howatt, projected in the form of caricature 
the symbols of the two major parties. News- 
paper campaign clippings spaced with fash- 
ion photographs were mounted on stylized 
paper elephants and donkeys, the anatomical 
Structure of the two symbols being outlined 
in narrow red tape. 
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Fiements Of Display 


In this second article on the “Elements 
of Display’ we come to such factors as 
color, arrangement and _ balance, motion, 
height, and so on. We will take height 
first. It is not good practice to trim much 
higher than eye-level. The public is quite 
lazy and if you make your displays the least 
bit difficult for them to see they will pass 
them up. (1 remember that in our old store 
we had what we called vestibule windows. 
To view these displays the shopper had to 
step up one step and enter the outer doors— 
and these were the least valuable windows 
in our entire front, because the shopper in- 
stinctively begrudged the effort. It was al- 
most impossible to get a buyer to take one 
of these windows.) To retain height in 
your display it is quite necessary to use 
pedestals, platforms, or displayers. You will 
find this is true more often in displaying 
accessories, drugs, and all small items. 

The next factor is color. The most effec- 
tive manner in handling color is to keep 
each one in its own group. You can use as 
many as you wish, but commence with one 
color and complete it before you go to the 
next. Color lighting is very effective, but 
you will probably notice that it has a ten- 
dency to distort the color of the merchandise 
unless it is skillfully used. Color lighting 
is quite the vogue in the larger stores and 
I might add here that there are now avail- 
able some tints in color screens or filters 
that are not quite so bad in merchandise 
color distortion as the darker shades. 

Next come arrangement and_ balance. 
They naturally go hand in hand. To get a 
good arrangement it is necessary that you 
use proper balance. The simplest form of 
balance in display is the placing of one 
item on one side and doing the same with 
another item on the other side, with a 
center unit as a pivot. However, there are 
other types known as off-balance displays. 
For instance, you place one tall stand on 
one side and two slightly smaller ones on 
the other. This is considered good bal- 
ance. When you are displaying two lines 
of bulky or heavy merchandise in a window 
composed of three units, always place them 
on the ends, with a lighter unit in the 
center. The same principle can be applied 
in case you have one bulky unit and two 
light ones. Place the light units on the 
ends with the heavy one in the center. 
Practical experience in balance comes with 
experimentation. 

The last factor is motion. This type of 
display will reap a big harvest, but appar- 
ently there is not a great deal one can do 
about it unless he or she is gifted mechani- 
cally. The one common method of obtain- 
ing motion in display is to get a turntable 
on which you can arrange a group of mer- 
chandise in many different effects and allow 
it to revolve. There are, of course, quite 
a number of mechanical motion pieces that 
can be purchased if your budget will permit. 


HOW TO PLAN YOUR DISPLAY. Be 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


sure that you know the policy of the store; 
that should be your guide in deciding what 
type of display will appeal to its clientele. 
For example, if it handles high-grade mer- 
chandise, the display should be very lightly 
trimmed with lots of white space; the back- 
ground settings should be made of better 
material. If the store is appealing to cus- 
tomers in the lower income bracket, or those 
who have to buy moderately priced merchan- 
dise, the displays should be more _ heavily 
trimmed. However, be sure always to make 
every display as attractive as you can, never 
forgetting your obligation to handle every 
piece of merchandise as neatly as possible. 
In planning your display, which may be 
of some special sales event or a presenta- 
tion of something new, you should find out 
all you can about the merchandise. If it is 
a sales item it is a good idea to know if it 
is being advertised and when, how much oi 
it has been purchased, what price conces- 





EFFECT OF COLORED LIGHT 
ON COLORED MERCHANDISE 
(General Electric Company) 





Color of Color of Resulting* 
Light Merchan- Color 

dise 
Red Red Gray 
Orange | Red to Red-Gray 
Yellow | Red to Red-Gray 
Green’ | Brown or Gray 
Violet | Red-Gray 
Brown | Gray-Brown 


Red | Red 
Orange | Orange 
Yellow | Yellow-Gray 
Green | Green 
Blue | Yellow-Green 
Violet | Yellow-Gray 
Brown | Brown 
Red Red to Black 
Orange | Dark Orange to 
Light Brown 
Yellow to Gray- 
Green 
Green Gray-Green to Gray 
Blue Dark Blue to Blue- 
Black 
Violet Dark Gray to Gray 
Brown | Brown to Black 


Yellow 


Red Dark Red to Black- 
Violet 

Light Orange to 
Red-Brown 

Yellow-Orange to 
Yellow-Brown 

Green Blue to Gray 

Blue Blue-Gray 

Violet Lavender to Gray 

Brown Red-Brown to Black 


Orange 


Yellow 





*The given color of light on the same color 
tends to wash-out the color unless there is 
some contrasting light present, in which 
case it makes the color much brighter. 











sion is being made and why, and any othe: 
information the buyer can give you. If i 
is a style item, be sure to find out what al 
the new features are, from whom or wher 
it originated, if it is by a famous designe: 
or whether it features a new color or colors 

It is common practice among the bette: 
stores to tie up their promotions, especial] 
large events, with a pretty good amount 
of advertising space and display windows 
By that I do not mean that all advertising 
is backed up with show windows; that 
would be practically impossible for some 
stores. Furthermore, it is not necessary to 
“tear out” an ad as you do a window and 
hence it is much simpler for the advertising 
department to tie in with all promotions, 
large and small. 

Inspirations for display can be obtained 
from many sources: material supplied by 
the manufacturer, or fashion or home maga- 
zines, trade magazines such as DISPLAY 
WORLD, Women’s Wear Daily, Dry Goods 
Journal, Daily News Record, and others 
which completely or in part devote space 
to photographs of displays from stores in 
other parts of the country. 

For seasonal displays, such as those used 
in the spring, summer, fall, winter, and 
Christmas, one can get ideas from Mother 
Nature. Artificial flowers and foliage can 
represent the seasons, Santa and holly for 
Christmas, and similar aids can be secured 
easily to create atmosphere for the merchan- 
dise. 

Annual store-wide events have to be con- 
sidered in the calendar of displays for the 
year, such as the annual August sale of furs, 
August blanket sale, semi-annual sales of 
furniture—usually held in August and Feb- 
ruary—and the anniversary sale. Some 
stores hold a Harvest sale in the autumn, or 
some special Christmas party in December. 
Here (Birmingham) there have been intro- 
duced tremendous one-day promotions such 
as the May day, October Record day, and 
many others. 

In this connection, the displayman is 
usually expected to trim his entire front for 
these one-day events. This requires days 
of work before, and usually takes days of 
work after to clear away the debris. Per- 
sonally, I am greatly opposed to these af- 
fairs, but the merchant usually gets large 
figures on these days and he naturally con- 
siders it foolish to discard them. However, 
when you consider the expense he has gone 
to to promote a day like those mentioned 
above, the mark-downs he has taken in re- 
ductions, the increase in added help—both 
selling and non-selling—and the tie-up of 
his delivery department, it is beyond me to 
see how these “days” can be the least bit 
profitable. 

Displays can also be coordinated with na- 
tionally advertised merchandise, radio tie- 
ups, and special weeks such as National 
Baby week, Artcraft week, Friendship week, 
National Cotton week, and the like. 
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—Comes the end of the year and men's wear windows become increas- 
ingly formal in their presentations, while the tang of bitter weather just 
around the corner brings out displays of top coats and heavier apparel. 
... In the first display in the column. at the left, the familiar Esquire 
characters of Paul Webb played up the “Homespuns;" the display is by 
Hugh C. McWilliams, Hutchins Brothers, San Antonio. . . . Next is the 
corner of an office, as interpreted by Clare Fred Cutter, Hart Albin Com- 
pany, Billings, Mont. . . . There follows a New Year's window by George 
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As the Year Ends... 














H. Wagner, J. L. Brandeis & Co., Omaha. . . 


. Top, right column, by 
W. L. Wardrip, Hahn Shoe Company, Washington; the display shows the 
Esquire cover character on five different occasions, with shoes to fit the 


event... . Center, by M. W. Remo, T. E. Ahern Company, Fond du Lac, 
Wis.; note the appropriately posed figures—headless and without hands, 
even the trap-drummer. . . . Next is a formal wear display by George H. 


Wagner for a local social event; this window won a first prize at the 
International Association of Display Men contest in Detroit— 
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Now that there is something more to talk 
about than the razzle-dazzle of the election 
and the papier mache elephants and donkeys 
have all been taken out of the display win- 
dows and packed into boxes, downtown Chi- 
cago once more assumes an air of normalcy. 
On the eve of the year’s gayest social season, 
windows grow increasingly festive . .. soft 
colored lights play upon frail patterns for 
after six . delicate traceries of gold... 
rhinestone flowers and conceits that glitter. 
Opera, ballet, and theatre furnish theme 
notes for exhibits. Fashion goes to the 
front... top hat, malacca stick, ermine wrap 
and all. 

Current interest in ice skating, whetted 
by the recent ice carnival and the reopen- 
ing of the popular Arena rink, probably in- 
spired the recent exhibit arranged by J. W. 
Campbell, Carson Pirie Scott & Co. (Cen- 
ter illustration.) Upon a glittering, tilted 
white platform, cut around at the back to 
follow the line of the neutral cycloramic 
backdrop curtains, was posed a_ kneeling 
mannequin in a striking skating costume. 
Behind her, a clever musical staff, formed 
of painted cut-out strips and done in per- 
spective, swung out of sight at the top right- 
hand corner. Over her head hung a pair of 
snowy shoes with skates attached and musi- 
cal notes dangling from the runners. <A 
second pair of shoes and skates were placed 
down front left and cut-out notes were 
spotted here and there about the window. 


—Upper left by M. Michel, Saks-Fifth Avenue. 
. .. Center, by J. W. Campbell, Carson Pirie 
Scott & Co. ... Below, by H. C. Bowen, The 
Hub. . . . (All photographs by courtesy of 
Fred Kuehn, Photographers, Chicago)— 
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Current Events Furnish 
Chicago Display Ihemes 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


Program of the Ice Follies hid one corner of 
a hand lettered poster on the floor. Legend 
read: “In the Tempo of the Skaters’ Waltz 

. fun-loving skating costumes, pretty on 
the rink or in professional ranks.” 

Michael Michele, Saks-Fifth Avenue, fo- 
cused an arresting display with the auto 
show as theme. (First photograph.) At- 
mosphere was gained by a white-wall auto- 
mobile tire, a wheel frame, and a chromium 
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hub-cap in the center of the exhibit. 
small illustrated poster slipped behind th 
spoke of the wheel carried the messag: 
“Auto Show Bazaar Promotes New Moto: 
Car Fashions.” <A second and larger poste: 
down right read: “America’s Foremost Mo 
torcar Designers Consider the Feminine 
Chassis .. . Costumes designed by them in 
spired by the newest cars on the market.” 
The merchandise, a cape and a dress, was 
displayed on a model and a standard hanger, 
the cape being artfully draped over the 
white-wall tire. 

Marshall Field’s Arthur Fraser turned in 
an extremely effective though simple window 
directed to the opera-minded. A _ single 
model in a stunning two-piece dinner gown 
held the center of the stage. To the left 
a wooden replica of a lyre, its symbolic 
strings enmeshed in twining metallic myr- 
tle, carried circular photographs of thirteen 
operatic stars. Scene from a_ well-known 
opera was depicted in a standing picture at 
right, and well front a modernistic platform 
held evening bags and costume accessories. 
Horizontally striped metallic paper, scroll- 
rolled, covered approximately a third of the 
background at right to balance the lyre. The 
window appears at the bottom of page 15. 

On the Wabash side of Field’s, Fraser ar- 
ranged a particularly effective china display. 
Suspended diagonally before the pale green 
background wall was a handsome lace ban- 
quet cloth, the left side taut, the right side 
hanging in a graceful drape. A tall vase 
holding roses and delphinium stood upon a 
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The Right Clothes 
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—Right, the Fair Store in its new dress, fol- 
lowed by one of the displays with which Paul 
Wertz presented the new front to the public. 
... Center, by J. R. Cooper, Mandel Brothers. 
.. » Below, by Arthur Fraser. Marshall Field's— 


modern, circular stepped-up standard im- 
mediately in front of the cloth. At either 
side of the window, down front, stood tall 
white, inverted corner cabinets with the 
shelves built on the outside of the corner 
angles. Upon these shelves and upon low 
floor standards, plates, cups, saucers, and 
odd pieces of china marched in regimented 
rows. The window is not pictured. 

“New Showing ... Fall Fashion Digest 
... The Right Clothes for the occasion 
for formal wear” read a smartly lettered 
poster resembling a movie screen in a win- 
dow at The Hub, by H. C. Bowen. Tacked 
to the screen were an illustrated fashion 
drawing and a number of feet of camera 
film. The film came from a _ decorative 
wooden “projector” occupying a prominent 
place in the set down front. A tuxedo, hat, 
gloves, shoes, and dress overcoat were chief 
items on display. Other accessories for 
evening wear were arranged about the floor 
amid film, an illustration, and a second pos- 
ter suggesting: “Tails when with the Ladies 
... Tuxedos best for semi-formal.” The win- 
dow is shown here. 

J. R. Cooper, who recently became display 
manager at Mandel Brothers, designed an 
exceptionally attractive window and dedi- 
cated it to opera-goers. Dramatically posed, 
on a cloth-covered dais simulating a pile of 
rocks, were a man and woman in tuxedo 
and dinner gown. Behind a painted back- 
ground of wall board, shafts of indirect light 
mingled with the shadows of the figures cast 
upon the back wall. An open booklet, a 
page of which bore the sketched head of a 
woman, was caught in a cascade of jewelled 
necklaces hung from a standard. A smart 
hand-lettered poster was headed: “Opera 
Season Gowns.” Gloves, bags, and other 
feminine whimsies occupied a corner of the 
floor. The window is pictured. 

Resplendent with its entire new facade, the 
Fair Store presents an impressive array of 
State street windows these days. <A recent 
series by Paul Wertz, one of which appears 
on this page, featured interesting wooden 
background corner pieces, with all-over pat- 
terns of geometric cutouts. Moztnted on tip- 
tilted modernistic platforms, the pieces were 
partially covered by climbing artificial vines. 
At rear, square doorways were draped with 
neutral curtains. In the window shown 
here, merchandising coats and hats, three 
Mannequins were used, one seated upon a 
column attached to the platform. Gloves, 
street costume accessories, and a hat on a 
figure were shown. The photograph im- 
mediately above shows the new Fair Store’s 
front. 


New Tacker Introduced 
By Burgess Company 

\ new automatic tacker for display and 
sign use has been introduced by the Fasten- 
ing Equipment division of The Burgess 
Company, Inc., Cleveland. The tacker uses 
steel staples with leg or shank lengths of 
ye. ws and % inch, all three sizes fitting all 
models without adjustment. 


DISPLAY WORLD 





DISPLAY WORLD 


NOVEMBER, 1949 


Holiday Exteriors 


As lead-off man in this group of three 
Christmas exterior trims, Del S. Ford, Con- 
Jackson, Mich., 
made excellent use of a simple wreath effect 
over an Strings of natural ever- 
green flanked the disc, terminating in a two- 
plane star at the top. The wreath itself, cut 
from wall board, had serrated edges to sim- 
ulate holly. The bow was likewise of wall 


sumers Power Company, 


entrance. 


board. The outlining was by means of neon 
tubing in appropriate colors. 

electric Cleveland, is 
renowned for its holiday exterior treatments, 
Nela Park's 
mammoth illuminated “greeting card” (which 
attracts than 300,000 
holiday season) appeared in new vestments. 


General Company, 


and last year was no exception. 
each 


more visitors 


Departing from the Santa 
motif, the greetings centered around a giant 
“stained-glass” window — beneath 
which a group of luminous choir boys broad- 
cast earth” by light waves. A 
total of 8,977 lamps of sundry shapes and 
hues glowed and sparkled in the display. 
The first lighting effect to the 
visitor was a church organ scene erected on 
the top of Nela Park’s main entrance lodge. 
Through the adroit 5,000 watts of 
lighting, nimble luminous musical 
flashed into view in response to the music of 
a brilliant organist. A small, glowing 
Gothic church window lent atmosphere to 
this 
Adorning the 


conventional 
church 


“peace on 


greet 


use of 


notes 


scene. 
roadside through the Nela 


groups was a reception line of cone-shaped 
*. 


Christmas trees, revolving in the wind. 
Put together with almost as much care as 
an actual church window was the five-story 


Gothic window display pictured—the piece 


de resistance of GE’s Christmas effort 
More than 4,000 pieces of vari-colored alu 
inum foil were used in the assembly to r 
flect 10,000 watts of light upon ft 
window by all-glass projector lamps. 1 
eight choir boys and their ten big luminous 
feet high, were lighted 


cast 


candles, each 25 
fluorescent and projector lamps. 

A novel lighting effect was used on top 
of one end of the same building. The scet 
presented the familiar Three Wise Men. 
Painted with fluorescent colors and illum 
nated by “black” light, the display glowed 
weirdly. with no method of illuminatio: 
being visible to the throngs which inspected 
it. Above the other end of the building a 
brilliant star mingled its rays with stream- 
ers of light shooting high into the night sky 
from a battery of 1,000-watt water-cooled 
“midget suns” in huge reflectors. 

Between the main display and the exit 
gate, the Nela roadway wound past a variety 


of supporting decorations including big lu- 
minous ‘Jewelry,’ and 
specially lighted live evergeen trees. 

The Nela Park spectacle was designed and 
executed by C. M. Cutler and George Meese, 
illuminating engineers for the GE lamp de- 
partment. 

Harvey 


toys, incandescent 


manager, J. W. 
Robinson Company, Los Angeles, designed 
the beautiful display here. 
The modernistic conception of the signifi- 
cance of the Yuletide blends perfectly with 
the religious nature of the theme. The an- 
gels at each side were cutouts, lighted from 
the rear for a silhouette effect. The entire 
canopy, including the stars, was constructed 
from Cel-O-Glass. 


Pettit, display 


marquee seen 


—The wreath effect is by Del S. 
sumer's Power Company, Jackson, 


Ford, Con- 
Mich. . . 

Center, the spectacular design used last year 
by General Electric, Cleveland—the work of 
C. M. Cutler and George Meese. . The 
marquee treatment is by Harvey Pettit, J. W. 
Robinson Company, Los Angeles. (Photograph 
by courtesy E. |. du Pont de Nemours & Co.) — 
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Several interesting features incor- 
porated into the display windows with which 
the new Detroit unit of Saks-Fifth Avenue 
greeted its clientele. The “Detroit Debut” 
setting, with simulated orchestra pit 
(photograph below) made possible 
through the latest innovation in display—a 
“trap” or “well” that will allow us a variety 
of interesting effects of depth. 

This “trap” (this term being borrowed 
from the stage because of its fitness in this 
cut out of the 
floor—in our case, made 2 feet deep; this is 
sufficient to give an illusion of much greater 


were 


its 
was 


case) is a section window 


depth from the street. This device allows 
greater flexibility in our displays and _ pro- 
vides lots of fun to the window shopper, who 
is intrigued with the idea of things popping 
up as if from nowhere. 

This is not an entirely new innovation, of 
as the Lord & Taylor, 
New York City, are built on elevators and 
still the contribu- 
tions to window shop of as 
many important windows not 
with the elevator 
movable section certainly 


course, windows of 


are greatest mechanical 
art. But for a 

(fifteen) 
set-up, this 
an 


blessed re- 


Serves excel- 

lent purpose. 

used in these displays 

John Carroll, American 
The 

ters were inspired by various Detroit social- 

ites. 


first time the portraits, studies, and sketches 


The mannequins 
were designed by 
painter prominent in Detroit. charac- 
Two weeks later we presented for the 


which were used as the inspiration for these 
Saks-Fifth Avenue mannequins. The show- 
ing was held at the Scarab club, Detroit. It 
should be mentioned that these mannequins 
are neither exact copies of the Detroit ladies 
referred to above, nor are they abstractions. 
They are idealized versions and their like- 


ness 


were 
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Saks Makes Detroit Debut 


By JAMES DAVID BUCKLEY 
Saks-Fifth Avenue, Detroit 


to the originals is not important. They 
sculptured with an aesthetic point in 


mind rather than for any photographic like- 


ness. 
The 


serie 


ters,” 


ping 


other photographs show two of a 
s of displays entitled “Cast of Charac- 
with the mannequins apparently step- 


forth from their plaster moulds. Tiny 


figures of clay, standing on small sculptur- 


ing blocks and supported by wire armatures, 


were 
pose 
that 

floor 


each window in the 
as the mannequin. It will be 
in this “Cast of 
of glass is used in place of the 


shown in same 
noted 
Characters” series a 


“trap 


doors.” lighted from below 

\ more recent group of displays appeared 
just prior to the 
all the 


eight groupings, 


The glass was 


shows held in 
country. We 
a total of 108 original 
art pieces valued at $1,000 each, of the 


automobile 
parts ol presented 
with 
new 
models from every automobile manufacturer. 
The groups were separated according to the 
and 
For 


with 


car models, with costumes 


that 


ACCESSOTICS 


tied-in with each group. instance, 


the 


Wagons, 


we displayed evening gowns ele 


gant town Cars, slacks lor station 


and 


so) On 


Fitth Avenue made 


citv s 


Saks 


| he 


the 
Detroit 


Thus new 


its debut 
enthusiastic. 


response was 
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Seasenalde Ideas... 


By EVERETT SCROGIN as 











-PARTITIONED COUNTER CABINET: 
Made of thin laminated wood 
in any convenient size fo hold 


ae announcements, special sales, 
Fashion tips, new departments 
oe 


a’) 














, & 

“SNOWSTORM SETTING 
Paint Frost on the walls 
of the showcase, leaving 
1940 unFrosted to see 
through, Use dim blue 
lights inside case. Get 
snowfall effect with a 
snow machine or with 
fan-blown conFef?ti.. 


JANUARY WHITE SALE! 


‘WHITE SALE DISPLAY SHIP: 





the ship. Sail may be made of linen 
or bleached mus/in. Cargo consists 
of white goods - such as sheets, pillow 
cases etc. Base blue, with /etterin 

cut-in white. Doll For /94/ Skipper 


sy 





nie Use thin lumber and wallboard for 
OCOATS | GLOVES 


PUL 
 ™ 
COLORS 
Red White and Blue 
Potriot Red 
Black ond Red 
Soldier Blue 
Plaids 

. ; Brown 
“SNOWMAN DIRECTION GUIDE- Parchment “STORE MONOGRAM: 
Made of modeling clay or Sond - all shades Made of bent chromium, 
Dlaster. Buttons for eyes. Red 2 J brass or other metal. Used 
gumdrop nose. Red muftler “EVERETT ScROGIN' @=S 0 Support glass shelves 
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Here And here 


Running the gamut from forests and wild 
ducks to newspaper stereos and a_ turkey- 
drawn sleigh, these four displays are rather 
typical of the work of three displaymen in 
yarious sections of the country. 

First is Ben Finkelstein, Ansonia Shoe 
Company, New York City. Finkelstein, who 
has to deal with large window spaces, has 
worked out a very interesting way of hand- 
ling his displays so that in spite of their 
size and the number of shoes necessary to 
fill the space the windows have a coherence 
which is impressive. Instead of a “scat- 
tered” effect, each display has a definite 
theme which “holds the window together,” 
and the impression of a unified display is 
immediately gained by the shopper. 

For the first window pictured, from the 
Ansonia 34th street Finkelstein con- 
verted the space into a forest. Artificially 
preserved leaves of orange and red were 
stapled onto slender poles having natural 
bark. Hooks were fastened to the tree 
trunks and many shoes were displayed from 
these hooks, rather than use displayers 
which would have detracted from the natural 
appearance of the woodland scene. The re- 
maining footwear was shown on plateaux. 
Squirrels, pheasants, and quail were placed 
about the window in natural 
hance the rustic atmosphere. 
were scattered over the floor. 

The second Finkelstein display, also from 


store, 


poses to en- 


Loose leaves 





the 34th street store, emphasized the autumn 
season with a flight of wild ducks 
the window. Nine “green heads” (mallards 
to you who are non-duck hunters) were sus- 
pended in V-formation by invisible 
against an orange colored background which 
simulated a sunset sky. The background 
was dappled with white clouds, drawn in 
chalk, to add to the natural appearance and 
to create the impression of height. Cattails 
and bulrushes were used for decoratives on 
the stepped-back plateaux. 

Louis A. Banks, display director for The 
Hecht Company, Washington, created the 
display featuring “Headline Black—as ar- 
resting as front page news!” The four man- 
nequins were grouped on a black platform 
against a background plastered over with 
dozens of front pages from 
The slogan 
letters of a newspaper type style and were 
appliqued to an irregularly shaped piece of 
wall board which had been painted with 
brush strokes in black. The letters 
were white. Perhaps the most novel and in 
teresting part of the display was the column 
at the extreme right. This 
of six of the curved stereotypes used in 
printing a newspaper, adding a definite note 
of novelty and “news” to the display. The 
accessories were also in black 

Russell C. Kehrt, who directs display for 
Jenny’s, Ine., Cincinnati, is rapidly 


across 


wires 


news 
cut-out 


various 


papers. sales Was in 


rough 


was made up 


estab 





lishing himself as one of the foremost dis 
playmen who have to do with displays of the 
unusual type. shop 
which has built up a reputation for mod- 
ernity and Kehrt's contribute a 
great deal in this Many of his 
windows have received word 
of-mouth — publicity 
many men 


Jenny's is a specialty 


displays 
respect. 
wide-spread 


among shoppers, and 


included go out ol 
their way to see Jenny's windows. Anothet 
attraction is in the fact that the principal 
display space has invisible glass, one of the 
few similar installations in Cincinnati. 

The particular display pictured here was 
entitled, “Home for Thanksgiving,” and 
proved to be a crowd-stopper. The 
sleigh and door were both constructed by 


persons 


fine 


Kehrt, who does most of his own prop build- 
ing. A turkey, traditional symbol of Thanks- 
giving, was harnessed to the sled, while at 
one side was a wicker basket heaped high 
with fruit, bottles of and the like. 
The snowbanks bleached 
corntlakes. 


wine, 


were formed by 


Merrill Resigns 
From Moortgat's 


Charles A. Merrill, who for the past sev 
eral months has represented The Moortgat 
Studios, Glenshaw, Pa., in the southern ter 
ritory as salesman, has resigned to reenter 


the field of retail display. 
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Dramatized Realistic Displays 


In the first article in this series of 
three we discussed the dramatized “straight” 
display presentation (DISPLAY WORLD, 
October.) It is the intention here to take up 
briefly the second of the three main display 
“realistic” 


namely the dramatized 


In the December issue we will 


types, 
presentation. 
go into the dramatized “fantastic” presenta 
tion to conclude the series. 

We have seen that the “straight” display 
is completely functional, has very little em- 
bellishment, and is characterized by sim- 
plicity of line and merchandise arrangement. 
Compare this basic type with the “realistic” 
display : 

Realism probably was the first type of 
dramatization ever to be used in window dis 
In the “early days” displaymen usual 
Room settings with 


play. 
ly aimed at real effects. 
complete furnishings were used frequently 
and effectively. Outdoor garden and wood 
land settings—complete with foliage, shrubs, 
flowers; even trees were transplanted to the 
windows. 

We know from experience that these dis 
plays never failed to attract attention, hold 
the interest of passersby, and sell merchan 
dise. They still do. 

\n excellent example of this type of dis 
play was presented, last summer, in New 
York City by Dana O’Clare, Lord & Taylor 
The store front was converted into a cool, 
mossy woodland by the use of logs, shrubs, 
trees, stones, and even waterfalls in the win 
dows. Another window of an almost identi 
cal treatment was used by Dan Ganger, 
George Wyman & Co., South Bend, last fall, 
Undoubtedly 
dozens of similar treatments have been em- 


and with equally fine results. 


ploved by displaymen all over the United 
States within the past vear. Each one is an 


ultra-example of realism in the display 


window, 
when 


Realism in display can not fail, 


handled with complete authenticity, because 





By W. L. WARDRIP 
Hahn Shoe Company, Washington 


your display makes the shopper—through 
the use of her imagination—project herself 
into the setting you have built up behind 
the glass. To say it differently, you per- 
suade the shopper into a mental association 
with the merchandise you are offering. 
When that happens, you have a live prospect. 

(Parenthetically, it might be stated that 
this is not really difficult. Each of us is 
in the habit of projecting ourself into situa 
tions which have captured our interest. For 
example, haven't you sat at a ball game and 
felt your shoulder muscles tense with the 
swing of the batter? Of course you have; 
and that means that you have mentally taken 
your place at the plate and are in_ there 
That is an exaggerated example 
your realistic displays must affect 


swinging. 
of how 
your shopper.) 

This theory of getting a prospect to as 
sociate himself with your merchandise 1s 
based on an elementary psychological truth 
and a proven selling principle. The desire 
to acquire and possess is urged by emotions, 
pleasant or otherwise, which directly asso 




















ciate the person with the object. No person 
considers the purchase of any article without 
thinking how it will affect her. 

Good salesmen in retail stores long ago 
learned that they increase their chances of 
a sale when they can persuade the customer 
to try on a garment. Thus, in a very direct 
way the salesperson causes the shopper to 
associate herself with the merchandise. 
Under these circumstances no great amount 
of imagination is required on the part of the 
prospect to see what the garment will do for 
her. She can see at first hand exactly how 
the article will affect her comfort, appear- 
ance, and prestige; she becomes a_ willing 
actor in the little sales drama—the star, no 
less! 

In the same general way your windows 
can sell merchandise through mental asso- 
ciation induced by dramatized realistic set- 
tings. Instead of a salesperson’s spoken 
words, good sign copy coupled with correct 
display treatments will silently and dramati- 
cally get over your story. It might be well 
to add a note here: show card and sign 


a 


copy should be informative, brief, and in the 
words and phrasing of a good salesman. 
And so it is that the dramatized realistic 
display gets in its work through making tt 
easy for the shopper to associate herself with 
the merchandise shown. Naturally it is es 
sential that there be no unnatural element in 
the display to detract from its realism 


Displaymen Back Up 
Red Cross Drive 

The annual roll-call of the American Red 
Cross is receiving an unusual amount 0! 
support from the nation’s displaymen_ this 
vear. In New York City alone it is estr 
mated that more than 2,300 window displays 
were devoted to that theme when the annual 
enrollment started during the second week 
in November. Other cities responded com 
parably. 
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"Professional'’ Employee 
ls Clarified 

The Wage and Hour division, Department 
of Labor, has issued new definitions regard- 
ing executive, administrative, and profes- 
sional employees. The clarification of the 
term “professional” is of particular interest 
to displaymen. 

“The definition for a professional employee 
has been broadened to include anyone in 
the artistic professions, and at the same 
time limited in that he must be paid $200 
per month or over. There is no obligation 
to pay an employee at that rate, but if not, 
he must still receive time and a half for 
all hours worked over the maximum. This 
provision does not apply to anyone who is 
a licensed member of the legal or medical 
professions. These definitions provide that 
he must be: 

“(A) Engaged in work (1) predominantly 
intellectual and varied in character as op- 
posed to routine mental, manual, mechani- 
cal, or physical work, and (2) requiring the 
consistent exercise of discretion and judge- 
ment in its performance, and (3) of such a 
character that the output produced or the re- 
sult accomplished can not be standardized 
in relation to a given period of time, and 
(4) whose hours of work of the same na- 
ture as that performed by non-exempt em- 
plovees do not exceed 20 per cent of the 
hours worked in the work-week by the non- 
exempt employee; provided that where 
such non-professional work is an essential 
part of and necessarily incident to work of a 
professional nature, such essential and in- 
cidental work shall not be counted as non 
exempt work; and (5-a) requiring knowl 
edge of an advanced type in a field of 
science or learning customarily acquired 
by a prolonged course of specialized intel- 
lectual instruction and = study, as distin- 
guished from a general academic education 
and from an apprenticeship, and from train- 
ing in the performance of routine mental, 
manual, or physical processes; or (5-b) pre- 
dominantly original and creative in char- 
acter in a recognized field of artistic en- 
deavor as opposed to work which can be 
produced by a person endowed with general 
manual or intellectual ability and training, 
and the result of which depends primarily 
on the invention, imagination, or talent of 
the employee, and 

“(B) compensated for his services on a 
salary or fee basis at a rate of not less than 
$200 per month (exclusive of board, lodg- 
ing, or other facilities); provided that this 
subsection (B) shall not apply in the case 
of an employee who is the holder of a valid 
license or certificate permitting the practice 
of law or medicine or any of their branches 
and who is actually engaged in the practice 
thereof.” 


Wayne Establishes Service 
In Southern Florida 

R. V. Wayne, a veteran in the display 
installation business and well known as 
operator of the Wayne Services in Detroit 
and Cleveland, announces that he will es- 


tablish a display service business to cover 
the state of Florida with offices at Miami. 
Sojourners in this southern resort are cor- 
diaily invited to visit him. 
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Courtesy of Harper's Bazaar. 


We have the honor to announce a new group of man- 


nequins--gay young and fresh--inspired by Marcel Vertes 


These will be confined to one store in a city 
y 


Cine 
Aw 


133 West 23rd St., New York 














York 
City meeting between the committees from 
the National Retail Dry Goods Association 
and the International Association of Dis- 
play Men, with regard to an affiliation, that 
the following brief letter to the I. A. D. M. 
board of directors did not include. 

“At the meeting in New York on October 
7 and 8 of the I. A. D. M. committee, ap- 
pointed to discuss the possibility of the 
affiliation with the National Retail Dry 
\ssociation, the N. R. D. G. A. pre- 
sented us with two plans for a budget of 
operation: One with our own full-time 
managing director and with the 
suggestion that the set-up be handled by 


Little can be said about the New 


(,oods 


another 


Joe Hanson, sales promotion manager of the 
N. R. D. G. A., and that we employ an office 
manager to handle I. A. D. M. affairs. 

“The committee decided that inasmuch as 
the I. A. D. M. today is financially capable 
of doing more for its members than it has 
been in a position to do previously and still 
be on a sound basis, it would be unwise to 
commit ourselves to the first budget sug- 
gested which totals a $16,000 expenditure. 
This budget anticipates $2,500 on member- 
ships as against our amount received last 
year which was approximately $1,000. It 
also anticipates $2,500 for registration at 
our convention as against $1,000 received in 
Detroit. This makes a total of $3,000 in- 
come anticipated beyond what has actually 
been received previously. The N. R. D. G. 
\. would not agree to assume any responsi- 
bility for our deficit in the event that we 
could not meet the specified amount of 
$16,000. 

“Therefore, the some 


committee, after 
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By JOHN L. KING 
Managing Director, Washington 





lengthy discussions on the matter and tak- 
ing everything into consideration, has ar- 
rived at the conclusion that it would not be 
wise for us to consider the affiliation at this 
time. I might add that we should be able 
from now on to spend a little bit more on 
our service to members of the I. A. D. M.” 
I can say, however, that as the managing 
director of the I. A. D. M., I was indeed 
sorry that these plans could not materialize, 
because I had been able to foresee the pos- 
sibility of greater accomplishments through 
this affiliation. My interest had become so 
involved that it was almost impossible to 
do a great deal of planning as to what the 
I. A. D. M. might do by way of improving 
conditions for the display industry itself. 
Now that the question is settled and the 
committee has received the majority of ap- 
provals from the board of directors on the 
report, it becomes evident that the I. A. 
ID). M. must forge ahead for itself. We are 
taking immediate steps to follow out pro- 
gressive measures that I am sure will be ap- 
preciated by our membership. One of these 
measures is explained in the following letter 
wnich is being sent to all local clubs. 
“The International Association of Display 
Men, in an effort to be helpful to all local 
clubs, is making a survey of what educa- 
tional features may be procured in different 
localities without expense on the part of a 
display club. For example: A roll of films, 
possibly from the Chevrolet Motor Com- 
pany; maybe a roll of films from the Federal 
Bureau of Investigation; possibly an educa- 
tional program of some sort from General 
Electric, ete. 
“At present consider that we have nothing 








—By L. A. McMullen, Eastern Outfitting Company, Portland, Ore., this window display won 
second prize in a recent Mallory hat contest— 
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of this type registered in national |\-ad- 
quarters and we would like to ha a 
description of any feature that your club 
might have used and considered exceedingly 


interesting, and can be obtained by contact- 
ing the company or corporation through the 
mail. 

“Please help us in this endeavor, if it is 
possible, and we in turn will help you by 
compiling all of these features and sending 
you a complete list of what may be obtained 
for your club through sources that you have 
not heard of until this time. There is to be 
no charge or profit made by the Interna- 
tional Association of Display Men for this 
survey, and we are doing this in an effort 
to assist any display club that can benefit 
by the information that we are about to 
secure.” 

Another measure which has been helpful 
to displaymen is that of aiding them in ob- 
taining new positions. At the time of our 
meeting in New York, I had occasion to 
drop in at a personnel bureau with which | 
have had contact during the past year in an 
effort to obtain employment for a number of 
displaymen who have written in to national 
headquarters for assistance. The director 
of this bureau assured me that he had been 
successful in placing a number of the appli- 
cants referred to him and that the greatest 
difficulty was not in obtaining display posi- 
tions to which he could refer an interested 
displayman; the real difficulty lay in finding 
enough displaymen to fill the positions that 
he has on file, almost constantly. For this 
reason, I suggest that displaymen, whether 
I. A. D. M. members or not, who need as- 
sistance of this sort, contact national head- 
quarters and they will be referred immedi- 
ately to the proper source. 

By next month’s issue, the International 
Association of Display Men hopes to have a 
1941 membership drive underway. It also 
expects to make announcement of plans for 
the 1941 convention to be held in Chicago. 

I believe that anyone who follows the 
program of the I. A. D. M. in the future 
will be convinced that there is an entirely 
new spirit existing therein. To any who 
wonder about what value they can get from 
being a member of the association, besides 
the privilege and distinction of carrying the 
little blue card, I would suggest that they 
write to national headquarters—even though 
they are not members of the association- 
and ask for a copy of our recent survey on 
window budgets. 

The I. A. D. M. expects to conduct further 
surveys for the information of its members 
and the display field at large, and is now 
in a position to go forward with its work 
on the book that was started a couple of 
years ago on the “Evaluation of Window 
Displays.” 

I would suggest that anyone who has any 
comments or assistance that they can offer 
on this endeavor get in touch with me. 

Erwin A. Hiffman, chairman of the I. A 
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). M. board of directors and past-president, 
brought up a proposal for a reorganization 
of the I. A. D. M. at the meeting in New 
York with the N. R. D. G. A. 

This proposal did not suggest the change 
of any personnel among the officers and 
directors of the association, but it did pro- 
pose the assigning of various departments 
within the organization to designated direc- 
tors so that each director would have an 
individual and specialized duty to perform 
in the conduct of the department to which 
he would be assigned. This plan met with 
the unanimous approval of all of the officers 
of the I. A. D. M. who were at the meeting 
in New York and will be forwarded to the 
board of directors for their approval in a 
short time. Various departments, heading 
up to the managing director would include 
department store, shoes, display manutac- 
turers, furniture, jewelry, hardware, gro- 
ceries, installation, utilities, men’s wear, etc. 

By following this plan, it is very possi- 
ble that the I. A. D. M. will be able to do 
a much greater and a much better organized 
job for the benefit of display than it has ever 
been able to do in the past. In my opinion, 
Hiffman deserves a great deal of credit for 
this progressive suggestion. 


"Living Lithography" 
To Continue 

Although the national exhibition of lith- 
ography, which was presented during the 
entire month of October by the Philadelphia 
Art Alliance in collaboration with the Lith 
ographers National Association, was dis- 
mantled on October 31, numerous develop- 
ments indicate that the presentation of 
“Living Lithography” will continue in other 
forms. Plans include an itinerant exhibit 
sponsored by the American Institute of 
Graphic Arts; a color motion picture of the 
entire show, being prepared by the Eastman 
Kodak Company; a motion picture on lithog- 
raphy by the Harris-Seybold-Potter Com- 
pany, and several booklets on the subject. 


Special Jewelry Display 
At The Metropolitan 

The Metropolitan Museum of Art, New 
York City, has for the first time brought 
together the choicest bits of jewelry from 
its various collections for a magnificent dis 
play covering nearly 6,000 years of the 
jeweler's art. Approximately 500, pieces are 
shown in the large special exhibition gal 
lery—on view from November 20 to January 
26,1941. The display is arranged in chrono- 
logical order, starting with the earliest 
known type of jewelry dating about 4000 B.C. 


GoldE Literature 
Now Ready 


Literature on various types of spotlights, 
color wheels, and the like has just been re- 
leased by the GoldE Manufacturing Com 
pany, 1214 West Madison street, Chicago. 
Copies may be obtained direct from the 
above-mentioned address. 


Duncan Now With 
Gimbel's 

Kenneth Duncan, at one time in charge of 
display for The Boston Store, Milwaukee, 
has joined Gimbel's, of the same city, as 
display manager. 
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NECKWEAR CTMNS 


At New Low Prices 


We offer you the benefit of our new volume production plan, 


because your past purchases have enabled us to reduce prices by 


concentrating on only those colors that have proved popular. 


The new low prices on these striking Neckwear Forms now make 
it profitable to use them widespread throughout your shop or store 


in windows, in showcases. on counters and in wall nooks. 


Fairy Neckwear Forms accentuate the glamour that costume 
jewelry creates. Or, use them to display the appealing and intrigu- 


ing touch of a smart collar—or searf. 


Lightweight, resilient and durable, these forms may be used 
season after season-——assuring a_ long-time 
dividend return. They are available with 
individual adjustable stands or with simple 
attachments that fit standard quarter-inch 
fixtures. The five popular colors now of- 
fered are—Glamour-Glo, Gloss Black, Black 
Velure, Flesh and White. 


Write for catalog and prices. 
This illustration shows how 
Fairy Neckwear Forms can be ad 
justed to any angle, from horizon ° 
tal—for countertop or display case 
to vertical for spots above eve 


. \ i et Re yen Bhi Mags Ss H Oo E F '@) 7 M Cc Oo + | nc. 
flat and can be covered, making 


the form appear balanced on its AUBURN, N. , ae 


tip. without visible support. 
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By De SAULT ‘seco eM : 








al 
—To make a dramatic interior display = on > ” 
of framed pictures, we suggest a shelv- nn 7 | vy) P 
ing as shown, with a jumbo-size frame. x ——_—}} | ' th 
The frame is cut from wall board with 1 \ a a | | e 
cut-out scrolls of the same material ap- ”) j ll! 4 r 
pliqued in place to represent relief work. || ; ——_ aa : I 
Paint the frame gold. To complete the ie. | a _——— “ 
effect, the table top is cut in curved “an 
contours to harmonize with the outline ‘ 
of the frame. This setting can be used t 
also for any line of art wares or gift 
items— . 
| 
t! 
a 
" 
f 
Vv 
oe p 
y - I 
/ CLo CKS = —Just prior to the New Year is an excellent time k 
eee to feature clocks, as most people are time-minded 
then. Here is a set-up that can be placed atop t 
a sales table to provide space on which to dis- c 
play timepieces. The large dial is kept simple r 
purposely; it is more decorative than an actual nl 
fac-simile of a clock. More punch can be put into 
the display by having the hands of the big clock 
keep actual time. Your jeweler can help you : 
on this— [ 























—For your January White sale you might try this ( 
table-top unit for the display of under-garments. I 
Silhouette figures are cut from wall board and ! 
serve the double purpose of attracting atten- 
tion and displaying the merchandisc. Paint the 
figures in dark tones to contrast with the white 
garments. This setting can be used also as a 
display on top of center or side shelving in the 
underwear department— 








—Above is a post decoration that 
can be used throughout the store 
or in departments such as ready-to- 
wear, luggage, travel accessories, 
and the like. The traveling case 
can be made of wall board in such 
a way as to surround the post. 
Paint the case in a saddle-leather 
color. Artificial or preserved palm 
leaves can be used, or the trees 
can be cut from wall board and 
fastened on two sides of the post— 








ie 
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London Displaymen 
Ignore Bombers 

Our London correspondent reports: “The 
morning after the big raid on London's 
West End stores saw the window fronts in 
a condition that executives and the display 
managers had never envisaged. In the case 
of Bourne & Hollingsworth not only were 
the windows blown out but the blast had 
pulled down the backgrounds, the ceilings, 
and the lighting fittings. 

“The fire in the John Lewis store had left 
nothing. At D. H. Evans, blast again had 
played havoc. The display figures lying on 
the ground or floor of the window gave an 
eerie touch; they seemed to play the part of 
real casualties, lying about like dead bodies. 
In Peter Robinson's, and Selfridge’s, too, 
windows were blown out. 

“With all this destruction there is little 
incentive for any big display effort. Never- 
theless, where stores have not been touched 
so far the windows carry on bravely, and 
I noticed that the displays are made with 
the same methodical attention to detail as 
ever. How determined some stores were to 
continue to show a good front can be seen 
from the fact that many whose windows 
were blown out were urging shopfitters to 
put in new glass with the minimum delay. 
If display in the West End refused to be 
knocked out last month, then we can rea- 
sonably expect it to carry on as usual for 
the duration, especially if, as expected, we 
can eventually beat off the night raiders. The 
message for the moment is ‘Carry on, Dis- 


play!” 


Suggests Government Use 
Display Propaganda 

John L. King, managing director, Inter- 
national Association of Display Men, Wash- 
ington, has suggested that the government 
not overlook the selling power of display in 
connection with the problems of national 
defense. In a letter to Earl G. Harrison, 
director of registration, Federal-State Con 
ference on Law Enforcement Problems of 
National Defense, King points out that a 
display program can be worked out to aid all 
branches of this important work. Two 
methods were outlined in King’s letter: one, 
to establish an office for planning itinerant 
displays to be shipped from store to store, 
and to create a promotion department where 
ample use could be made of W.P.A. labor 
for the mechanical and art work required; 
two, to establish an office to control itinerant 
displays, and to employ private industry 
equipped to build the necessary units. King 
also. outlined the methods currently em- 
ployed in the handling of itinerants by na- 
tional advertisers. 


Merril Hermanson Joins 
"Puffed Chest’ Brigade 

The reason for the inflated chest of Mer- 
ril Hermanson, General Display Corpora- 
tion, Cincinnati, is a small bundle of femi- 
ninity—8 pounds, 3 ounces—which arrived 
it Jewish hospital on October 21. Both 
mother and daughter are well, and the father 
has recovered sufficiently to request that 
this item be set in bold-face type. The baby 
1as been named Linda. 
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put your WINDOWS 
In the LIMELIGHT with 
(2 NU-CURVE 


and 


DORIC CAPS 


These 3-dimensional properties offer you a 
galaxy of new effects—smartness for the 
finest merchandise—grace and charm for 
everyday products! 72’ NU-CURVE—just 
what you need for room-height displays. 
In continuous rolls—cut any length you 
need! Nine smart colors with satin finish. 
DORIC CAPITALS, correct in proportions, 
classic in appearance. Massive and substan- 
tial, they add still greater height to Nu- 
Curve columns. One-piece construction 
speeds installation, saves time. Available in 
white, in a surface that can be readily air- 
brushed to match any display effect. 

Left, photograph shows great height and beauty of 
Nu-Curve column and Doric Capitals. Below, illus- 
tration showing actual size of Nu-Curve flutings and 
photograph illustrating one-piece construction of Doric 
Capitals {top and base}. 


SEE YOUR DISPLAY JOBBER OR WRITE US 
FOR FULL INFORMATION 

































































































































SHERMAN PAPER PRODUCTS CORP. 


NEWTON UPPER FALLS Dept. D-11 MASS. 
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Display Bia... 


By Edward Henry Tackney ee: 


P 4 , ee » 


Four "'silly dillies" and a set 
piece. The “dillies'’ are nat- 
urals for the toy department. 
The background unit is suit- 
able for window or interior 
and with practically any type 
of merchandise. 











Bi yea i 
ER Soi, 
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Striking Display 
Uses Mural Art 

One of the most interesting window dis- 
plays of the current season was presented 
during the last two weeks in October by Jay 
Thorpe, New York City fashion shop, for 
which Donald Angus is display director. 
Each of the 57th street store’s large win- 
dows was all but covered by a “window 
mural” painted directly on to the glass from 
the inside by Domenico Mortellito, well- 
known American muralist. To dramatize 
the merchandise—two platina fox coats cre- 
ated by the Jay Thorpe fur salon—Mortel- 
lito painted platina foxes in their natural 
habitat in an all-over design on the glass, 
leaving a comparatively small oval clearing 
in the center through which the passersby 
could look at each coat—set far back in the 
window in an inner frame of cut-out wood 
painted in black and white. 

Mortellito worked from the inside of the 
window, spraying lacquer in nine different 
colors directly on to the glass, using card- 
board to limit the areas covered. 


Carl Haecker Is Speaker 
At Indiana Meeting 


The November meeting of the Northern 
Indiana Association of Display Men was 
held the evening of the twelfth at the Hotel 
Oliver, South Bend. Carl Haecker, national 
display manager for Montgomery Ward & 
Co., Chicago, was the featured speaker. 
Choosing the topic “Retail Display,” 
Haecker described the elements which go to 
make up a good display and a good display- 
man. (This talk was originally given at the 
Detroit convention of the International As- 
sociation of Display Men, and published in 
full in the August issue of DISPLAY 
WORLD.) An excellent attendance was 
reported for the South Bend meeting. 


Murray Cohen Forms 
Own Company 


Murray J. Cohen, who was formerly in 
charge of display for the Marcus Clothing 
Company, Atlanta, has resigned to enter the 
display service business for himself. He 
will represent several well-known fixture 
and display material houses in the Atlanta 
territory. 
Name Display Manager . 
For New Store 

Worth of Wellesley is the title of a new 
specialty shop just opened in Wellesley, 
Mass. Harry Friedberg is in charge of dis- 
play. 
Goodwin's Duties 
Extended 

Kenneth Goodwin, now in charge of dis- 
play for Sage-Allen & Co., Inc., Hartford, 
Conn., is also to direct display for the firm’s 
new branch at East Hartford. 


Touch Now With 
Wilmington Firm 

Stephen Touch, for the past five years 
lisplay manager for Wertheimer’s, New 
York City, has joined Arthur’s Apparel 
Shop, Wilmington, Delaware, as window and 
nterior display head. 
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HERE'S WHAT OTHERS THINK 
about FLEXITE 

















































You have until 
Dec. 20 to enter 
the $250 cash 
FLEXIT con- 
test. Don’t de- 
lay, enter today! 


FLEXIT is the new 
wonder paneling that can be curved 
and formed to any shape you desire 
and the curve stays in! Displaymen 
from coast-to-coast are using it with out- 
standing results. Write today for the 
FLEXIT Idea Book containing com- 
plete details. 
We can make prompt shipment of last minute 


holiday display orders from stock. A note on 10 E. KINZIE STREET 
. . 4 + » 
your letterhead will bring you a complete 7 


24-page Christmas catalog by return mail. CHICAGO, ILLINOIS 







































SPECIAL LOW PRICES ON CELLOPHANE FRINGES 









CELLOPHANE FRINGE 


A beautiful heavy fringe for Christmas decoration, 5-ply, all colors. 






Ce Ns rec cc eva cowenes Pe eee per yard $ .30 
pe er ry per yard .23 36-Inch Drop.............. ...-per yard .55 
9 ft. x 9 ft. Cellophane Fringe Curtain; red, light blue or clear..................-...-. Each $5.00 





(Write for prices on other special size drops) ” - 
Write for our Christmas catalogue if you are not on our mailing list. 


SOUTHERN IMPORTERS & EXPORTERS, 200 Fannin Bidg., Houston, Texas 




















Yule C 


The card writer preparing for the big 
holiday season has one thing to be thankful 
for: there is never a search necessary for 
good ideas. The tried and true Christmas 
themes — holly, turkey, Dickens characters, 
bells, snow-covered churches—are right at 
one’s finger-tips, ready to be used in a host 
of ways. The usual trouble, however, is that 
the number of cards to do seems to stretch 
into infinity, whereas the time to do them 
is remarkable for its shortness. So the one 
advantage of this season of the year is coun- 
terbalanced by a disadvantage, leaving the 
sign writer right back where he started. 


Accordingly, herewith we show five card 
treatments for the Yule season. They are 
simple in execution and take little time to 
do, in spite of which they are attractive 
and eye-catching and have the appearance 
of more elaborately planned posters. 


FORK MOM 
AND THE KIDDIES 


DisSPLAY WorRts 
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ard freatmentys 


By E. H. THIEMAN 
Display Service Studio, St. Louis 


The cards have a great deal in common: 
each is supported by an easel back, permit- 
ting the relatively light stock to rest on the 
floor in a graceful curve; combinations of 
cardboard and any of the decorative papers 
currently available are used in the construc- 
tion of the several planes involved. 

The first card—“She’d choose these for 
herself... "—has a white cardboard back 
on which is mounted a sheet of deckle-edge 
paper in a warm red shade. The lettering 
is done in white, using a brush. The candle 
and holly leaves were air brushed on in 
white, and the same treatment used for the 
vertical and horizontal lines. 

Much the same construction was followed 
in the next card, except that the paper is a 
gold-flecked sky-blue. The two circles are 
cut from cardboard and appliqued in place, 
shaded in green-blue with an air brush. The 





lettering is in white, on horizontal line 
green-blue. 

For a background the center card ha 
gold and red stock, against which 
mounted a cream colored sheet of pa 
Lettering is in black, with the decorati 
air brushed in light red. 

Two sheets of gold-flecked paper mak« 
the face of the card at the lower right, 
one which is visible only at the top and 
sides being sky-blue while the one up 
most is white. The lettering is in light 
dark blue, with air brush decorations 
green-blue. 


The final card is formed by a _ cut-ou 


holly leaf in two shades of green, appliqui 


on a sheet of white stock with silver flecks 


The berries are also appliqued and are fin 


ished in red and white. The lettering wa; 


in the latter color. 


AP, MAne 


Girre tate 
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Stensgaard Given Display Rights 


On Disney's ‘Fantasia’ 
W. L. Stensgaard & Associates, Inc., 346 
\. Justine avenue, Chicago, has been 


eranted the display promotion rights in con- 
nection with Walt Disney’s new motion pic 
ture, “Fantasia.” Disney has been busy for 
the last two years on the adult picture 
which had its world premiere in New York 
City on November 13. 

“Fantasia” is a beautiful technicolor 
duction built around seven well-loved musi- 
The picture runs for some 
The music is played 


pro- 


cal compositions. 
two hours and a halt. 
by the Philadelphia Symphony orchestra, 
conducted by Leopold Stokowski, and in- 
cludes the “Dance of the Sugar Plum Fairy,” 
from the Nutcracker suite by Tschaikovsky ; 
Symphony No. 6 (The Pastorale) by Beetho- 


ven; the “Sorcerer's Apprentice,” by Dukas; 
“Rite of Spring,” by Igor Stravinsky; 
“Dance of the Hours,” by Ponchielli; “Night 


Moussorgsky and 
“Ave Maria,” by 


on Bare Mountain,” by 
Rimsky-Korsikoff, and the 
Schubert. 

“Fantasia” a masterful 
visualization of the music, the latter 
lishing the pictorial pattern, and even 
the action. 
be seen as a leaf dancing in the 


is said to produce 
estab- 
mood, 
an oboe 
breeze. Or 


For example, solo may 


the action ot the Disney characters, espe- 
cially styled for each musical composition, 
are tuned in color and motion to every 
sound of the music. 


Stensgaard has stated that “Fantasia” has 
without doubt more retail display tie-in ap- 
peal than any motion picture produced here- 
firm’s arrangements 
there will 
arrangements 


to-fore. Because of the 
with Walt Productions 
be restrictions 
as regards the display A preview of 
the Stensgaard and displays 
will be held in Chicago and New York City 
time this month. 


Disney 
and exclusive 
angle. 


promotions 


some 
Display Firm 
ls Formed 

1)i¢ Manutacturing 


‘arlo-Lukins Display 


Company has opened at 127 Greene street, 
New York City, to specialize in the design 
and manufacture of mannequins, chrome 


fixtures, racks, costumers, and card 


The premises consist of three floors 


metal 

frames. 
for manufacturing facilities, display 
and offices. Both Frank Di 
Robert Lukins have been engaged in the dis- 
former 


rooms, 


Carlo and 


play field for a number of years, the 


as a designer and the latter as contact man 
and manufacturer. Direct service and co- 
operation are given to retail stores and 


buyers. Their 1941 spring line will be ready 


the latter part of December. 


Ad-Craft Adds 


Representatives 

Ad-Cratt, Inc., St. announced 
the appointment of Finney-Brown and Asso 
sales representatives for 
Indiana, and 
at 626 Broad- 


Louis, has 
as exclusive 
Ohio, 
with headquarters 


clates 
southwestern southern 
Kentucky, 
way, Cincinnati. 

Ad-Craft 
oft the Manncratt 
exclusive representative 
Chicago and 
near 


also announces the appointment 
\dvertising 
in the 
Detroit 
future. 


Company as 
Kansas City 
area. offices are 
planned for the 
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Sensational New One Hand 


29 





| <19 wid TIGHT 


7 





Drives staples within 
1/16 inch of uprights. 










Reload signal in view 
when almost empty 


Movable stabilizer holds 


Speedmatic steadier 





Features the 





CORNERS 








WIDE OPEN, NON-JAMMING STAPLE CHANNEL 


When loading latch is pressed, magazine can be swung open wide, 
leaving entire staple channel at your finger tips. Gives fast loading 


and split-second removal of any 
non-feeding staple. No inacces- 
sible chamber! No mystery! No 
time out for “jam” repairs! Just 
open up and push through any 


troublesome staple. 


Yb. 





Loads 3/16", 1/4", 5/16" Chisel Pointed Staples 


Speedmatic staples are of heavy gauge high-carbon steel wire, accurately formed 
with chisel points for deep driving. They are interchangeable. All sizes packed 
5000 in box. Also Pocket Pack of 1000 in 1/4” size only. 





SPEED PRODUCTS C0. =z 


——— 
7 


For complete details on this all-steel, guaranteed compression tacker, write 


37-18 NORTHERN BLVD. 
LONG ISLAND CITY, N. Y. 








~ « BAMBOO . 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in th 
U.S. All sizes from inch to 7 inches in diameter 
for samples of Fabricated Bamboo and Bam 


Write 


o Screening 


. COMPLETE LINE OF NOVELTIES. 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. J 





" Mannequin 


MILE? : 


CREATOR 
SINCE 1900 * 
Write today for attractive 
American Mannequins. 


ages and types (boys, girls, 


7 West 36 St. ciate New York 


6th Aves, 


* 





of Mileo’s 


Specity 


+ + + 


“a ’ 99 
real life 
men or women). 





« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Shulton Encourages Display 
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Ly Active Participation 





Selling merchandise to a store is merchan 


dise only half sold today. It behooves a 
manufacturer to assist the store in present 
ing his products to the public in a sales 
compelling manner Realizing the impor 
tance of display, Shulton, Inc., maker of 
Early American Old Spice and Friendship's 
Garden toiletries, packages its products in 
such an unusual manner that the containers, 
when attractively grouped, form a display 
in themselves. However, in addition to its 
unique packages, Shulton offers a variety of 


= — ———— 
~ 


, [2 f C¢ 


WET 





By MIRIAM GIBSON, Publicity Director 
Shulton, Inc., New York City 


window displays and counter cards to help 
stores attract customer attention at the 
point-of-sale. 

Extensive time, thought and effort are ex- 
pended on the planning, designing and exe- 
ctition of these silent salesmen. In order 
to present the atmosphere of the theme be- 
hind Shulton products, all original ideas for 
display materials emanate from the desk of 
Mrs. Enid Edson, the designer who creates 
the packages. Because of the colorful dec- 
orative scheme of the items, as well as the 
fundamental simplicity of things early 


American, simple displays are best suited {, 
Shulton toiletries. Like the items then 


selves, displays are designed with restraint 


and delicacy rather than boldness. 
An important factor that has proven itse! 
is that displays for the men’s toiletries lin 


must appeal to women as well as men, a: 
records show that women buy not only giit 


items for men but staples as well. 
Shulton not only supplies a comprehensiv: 


assortment of displays of all kinds, but also 


sponsors a Father’s day window display con 
test with substantial prizes for both th 


































drug and department store fields. The past 
two contests have been unusually successful 
and will be made regular annual events 
Three special window backgrounds are sup 
plied and various ideas given to utilize them 
in an individual manner; for example, back 
ground No. 1 showed a reproduction of an 
old Clipper ship, motif of the simple, mas 
culine decoration of the men’s line. A pet 
fect background for an historical window 
was created by this particular material 
Background No. 2 was an interesting poste! 
with sartorial variations for the well-shaved 
man of days gone by as compared with the 
1940 Old Spice edition. This human interest 
display had a fundamental appeal to all in 
emphasizing good grooming, offered in a 


—Examples of retail tie-ins with the Shulton 
display policy. . Above, cart display unit 
at Frederick Loeser & Co., Brooklyn. 

Above, by N. B. Nichols, J. N. Adam & Co., 
Buffalo—winner of first prize of $300 in Shul- 
ton's Father's day contest this year. . . . Left, 
island counter display at Jordan Marsh & Co., 
Boston—Ambrose Riley, display manager. The 
glass display case is framed in wood veneer, 
decorated in the floral spray characteristic of 
Old Spice toiletries— 
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humorous manner. Background No. 3 por- 
trayed sports of olden times to tie in with 
those of today, having a universal appeal to 
the modern sports lover who always is in- 
terested in sports of other days. 

Everything Shulton does to help the ac- 
count present Old Spice and Friendship's 
Garden toiletries to the public has an atmos- 
phere compatible with the original idea be- 
hind its products to convey the same flavor 
of early America combined with the crisp 
attitude of today. 

In launching the new Friendship’s Garden 
line, Shulton is supplying stores with sug- 
A broadside has been 
created to portray these ideas. This mailing 
piece shows three displays which already 
have been executed by large stores, complete 
with descriptions and sources of properties 
used. Sketches of suggested windows are 
given with full instructions for construction, 
listing properties and variations possible. 
Shulton, in describing these window sugges- 
tions, mentions possible departments with 
which toiletries may be tied up, as an addi- 
tional aid to the toilet goods buyer. Going 
one step further, Shulton welcomes requests 
for special window suggestions. 

In addition to staple window and counter 
helps which cover the Shulton lines as a 
whole, the company designs display pieces 
for specific items. During the summer “fan- 
talk” promotion on Old Spice, a_ special 
window card was available for merchants. 
These cards, as well as counter cards, the 
designs for which emanated from the desk 
of Mrs. Edson, suitably expressed the in- 
spirational idea of the promotion—the rules 
of coquetry in the language of the fan. The 
romance of fans, popular more than a cen- 
tury ago, had been brought up to date. The 
display piece conveyed this idea to the pros- 
pective customer as well as reflecting “cool 


gestions for windows. 


charm.” 

When the Pastime packet first was pre- 
sented to the public, special dealer helps in 
the way of display cards for windows and 
counters were available to all dealers.. This 
package contained, besides four Old Spice 
items, transfer patterns of early American 
motifs, suitable for embroidering home dec- 
orations. Instructions were given together 
with suggestions for use. Actual linen towels 
upon which these patterns had been em- 
broidered were supplied to stores for dis- 
backgrounds 
gave the informative line “Embroider your 
linens to match Early American Old Spice 
Toiletries.” A special broadside sent to the 
stores reproduced actual displays as sug- 


play purposes. The window 


gested windows and interiors. 
Early 
American Old Spice window display cards 


The demand by dealers for the 


has been growing so constantly that this 
year, new window displays as well as_ inte- 
rior displays are being prepared on a much 
larger scale. All retain the characteristics 
which made the old ones so appealing and 
each has a new merchandising slant. Side 
wings are now added to the center display 
to further convey selling messages to the 
public. Phrases like “A reflection of a period 
unsurpassed in gracious living” and ‘Fash- 
ioned with the charm and quality of an 
early American product” have been added 
to these new window display cards. The 
decoration is being adapted to bring out a 
new note. 
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AT RIGHT — Hansen One- 
Hand Tacker. Holds strip of 
140 staples. Drives fast as 


you grip. 
OUR Fall, Winter and Holiday display 


and sign work—are you prepared to do it 
quickly, efficiently, effectively? Yes! If you're 
equipped with this Hansen combination—the 
one-hand Tacker and Vest-Kit shown. 


BELOW—Hansen Vest-Kit, packed 


5 Kits per box. Packed 1,000 sta- 
Kit fits 


ples per box of 5 Kits. 
vest pocket. 


With this Hansen Tacker and Vest-Kit you 
can trim windows or tack signs, doing a com- 
plete job without waste of time or effort— 
without back-tracking for staples. Tacker is 
self-contained, ready for repeated use. Vest- 
Kit is as near as the vest pocket, with a con- 
venient supply of staples. 


Without this Tacker and Vest-Kit your Fall, 
Winter and Holiday tacking equipment is not 
complete. Tacker and Vest-Kit do teamwork 
—a combination every display and sign man 


should have! 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 





Save $3.50 with Library offer 


ILLUSTRATIONS 


This COMMERCIAL ART 


Home-Study Course helps men 
get ahead 


Here are five books giving practical material for the display craftsman 
who wants to improve his technique and handle a wider scope of work 
These books take up thoroughly the best-paying types of commercial art 
work, show what sells, and how it is produced. They enable you to 
brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion-figure draw 
ing, all kinds of lettering, rendering of commercial subjects of many 
types. practical design—just the type of material you need to handle 
the most popular forms of advertising and commercial illustrations, 
displays, layouts, etc. 


McGraw-Hill Commercial Art Library 


These books save the reader’s time with brief, punchy text that gives 
essential instructions in usable form. In addition many illustrations 
and examples give the artist visual instruction, inspiration, and models 
of many types of work. Old-fashioned, standard, and modern letters, 
alphabets, and scripts; advertising illustrations; posters; show-cards; 
book and printing designs; fashion drawings; practice forms; renderings 
in many mediums; etc.—more than 1300 illustrations in all form a feature 
alone worth the price of the Library. You get this, plus complete, 
step-by-step instructions, written by specialists—all the material you 
need to carry on a definite improvement plan and make more money 


ON-APPROVAL EXAMINATION COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 


Send me the McGraw-Hill Commercial Art Li- 
brary, 5 volumes, for 10 days’ examination on ap- 
proval. In 10 days I will send $3.50, plus few 
cents postage, and $3.00 monthly till $18.50 is paid, 
or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal 
ment.) 


5 VOLUMES 

1278 PAGES 

HUNDREDS 
OF 





AND 
EXAMPLES 


Name 


Address 





Bought, singly, the books in this Library would 


cost $22.00. Under this offer you save $3.50 on 
this price and in addition have the privilege of 
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Publicity Budget Increase 
Seen For 1941 


One of the numerous straws in the wind 
which point to larger publicity appropria- 
tions for the coming year is seen in the re- 
sults of a survey made among members of 
the Association of National Advertisers, 
Convening for its annual meeting, at the 
Greenbrier hotel, White Sulphur Springs, 
W. Va., a couple of weeks ago, the dele- 
gates were informed by President Paul B. 
West that a poll of the association’s mem 
bers shows an almost unanimous expecta 
tion of good business in 1941, with adver- 
tising budgets and sales quotas established 
accordingly. 

While the A. N. A. members primarily 
represent a cross-section of American indus- 
try rather than the retailing field with which 
most displaymen are concerned, such a ques- 
tionnaire summary is sufficient to indicate 
that a similar trend can reasonably be ex 
pected in other fields as well. 

The exact effect of increased publicity 
budgets on retail display is an interesting 
subject for speculation. The past three 
vears have witnessed a_ steady growth 
of display department appropriations, as 
brought out by surveys made by the Sales 
Promotion division of the National Retail 
Dry Goods Association. In 1939 the average 
retail store set aside for display a total of 
15 per cent of the total publicity dollar, the 
highest average percentage yet reached. It 
the expected trend toward larger budgets 
for 1941 materializes, displaymen may _ find 
themselves with still more funds available 
for their promotional activity—and if dis- 
play continues to make its usual 2 per cent 
annual advance within the total publicity 
dollar, the picture becomes even more inter 
esting. 

Continuing with the statement by the 
president of the A. N. A.: “Only one mem 
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ber,’ West said, “replied to the question- 
naire that he expected less business next 
year than this, the balance answering ‘as 
good,’ or ‘excellent,’ or ‘better.’ Of the mem- 
bers who had tentatively set advertising 
budgets for 1941, only 6 per cent expect to 
lower their budgets, 38 per cent will spend 
the same next year as this, and 56 per cent 
will increase.” 

A number of reasons were given for the 
expectation of increased sales and advertis- 
ing. First is the defense program with its 
attendant increase in employment and_ pur- 
chasing power. Second is the expectation 
of a continuance of the upward trend of 
A number of other reasons 
were given, many of them peculiar to one 


sales this year. 


industry such as the continuance of fair 
trade, etc. <A rather astonishing number 
mentioned improved advertising methods re- 
sulting in increased effectiveness of their 
advertising in creating sales. Other men- 
tions included product improvement, new 
products, the clearing up of political uncer- 
tainties one way or another, improved farm 


buying power, increased demand resulting 


from industry association advertising, and 
the like. 

West emphasized that: “Defense spend- 
ing or no defense spending, intelligent ad- 
vertising and sound merchandising are 
needed as never before; if we put the em- 
phasis on ‘intelligent’ and ‘sound’ they will 
now, as always, bring results.” 


Distributive Education Courses 
Focus Attention On Display 

During the past two vears there has been 
a remarkable increase in the number of 
states which have undertaken courses in 
distributive education among retailers. Com- 
monwealth after commonwealth has em- 
barked on programs which endeavor to make 
the merchant better acquainted with the ele- 
ments of buying and selling to the public. 

The courses, for the most part, are aimed 
at the smaller merchant in the smaller cities 
and rural communities—probably the first 
time many a store owner and his staff have 
had an opportunity to study merchandising 
as a technical subject with so many ramifi- 
cations that years are actually required to 
master them all. The distributive education 
courses offer a condensed series of lessons, 
at least covering the primary factors in- 
volved in store operation. 

Evidence of this is given in a talk made 
by Kenneth Lawyer, supervisor of distribu- 
tive education for the State of Illinois, be- 
fore a conference of retailers at Kewanee. 
Lawyer said, in part: “All of these classes 
(salesmanship, advertising, display, credit 
management, etc.) are taught by persons 
who have actually been in store work them- 
selves. The subjects are definitely appli- 
cable to retailing needs and classes are open 
only to persons employed in distributive oc- 
cupations. When these requirements are 
met, the State of Illinois, through the Board 
of Vocational Education, pays two-thirds of 
the teacher's salary. This arrangement is 
open to all public schools in the state. 

“Last vear, such programs were held in 
forty Illinois communities and 5,000 persons 
were enrolled, most of them adults. The 
results have been excellent. Merchants 
claim greater efficiency in store manage- 





ment. Customers notice improved seryii 
and salespeople and others in the class 
agree that their personal efficiency and 
come have been improved. All of this ed 
cational effort in the universities, in the hi; 
schools, and through evening classes 
persons long since out of school, is a re 
ognition of the need for professional trai 
ing in the field of retailing. The fact t! 
they are attended so readily is a tribute 
the interest of retailers in doing a bett 
job. They want to please their custome 
they want to make more profit, they want 
to stay in business.” 

To many of these merchants ther 
value of display is being unfolded for t! 
first time. They are being made conscious 
of the fact that the proper presentation of 
merchandise via the window and_ interio: 
has a direct bearing on the number of times 
the cash register rings each day. They ar 
being instructed—and their staffs as well 
by trained displaymen who have had prac 
tical experience in the subject they are teach 
ing. All this means a broader field of dis 
play, and a larger appreciation for what it 
can do. And at the same time it opens up 
more outlets for display materials and 
equipment —not for the more expensive 
equipment, it is true, for the small store 
owner or the operator of a department store 
in a small town does not buy expensive ma- 
terials. As units, their purchases are small; 
in the mass, they really represent a substan 
tial addition to the field of the display man- 
ufacturer and distributor. 


Several Chenges Made 
At Goldblatt's 


Ray Bianchi, for the past several years in 
charge of display for Goldblatt Brothers 
State street store, Chicago, has been pro- 
moted to the position of display manager 
for the entire group of ten Goldblatt units. 
Bianchi’s work for the Loop store, involving 
a complete reversal of display form and a 
definite policy in “trading-up” via the win 
dows, has been the subject of comment from 
all familiar with the Chicago area; his pro- 
motion is seen as well-deserved. 

William Cahill, whose displays for Sears 
Roebuck & Co.—right across the street from 
Goldblatt’s—combined with those of Bianchi 
to draw visiting displaymen to that section 
of the Loop, has resigned his post with 
Sears to head the display department of the 
State street store of Goldblatt’s. He had 
been with Sears for ten years, and is re- 
placed by John Courtney, formerly in charge 
of interior display for the same store. 
Larger Facilities 
For Greneker 

Enlarged quarters and extended opera 
tions are the order of the day at Greneker 
Studios, 250 West 54th street, New York 
City. Edgar Rosenthal, vice-president and 
general manager, recently concluded supe! 
vision of alterations to provide for larger 
factory space, larger quarters for show 
rooms, and a new office to accommodate the 
sales staff under the direction of Max 
Maver. The firm, which has previously con- 
centrated on mannequins, has announced its 
expansion to include the manufacture of 
other display items for windows and int 
riors. 
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Southern California Club 
Honors Roy Stewart 


\t the October meeting of the Southern 


California Display Club, held at Jerry’s 
Joynt, Los Angeles, John Roy Stewart, 
Barker Brothers, was elected to the or- 


ganization’s presidency. He succeeds Au- 
brey Maley, The Broadway-Hollywood. 
Charles O'Malley becomes chairman of the 
board of directors. 
Other officers elected 
mond, The Broadway (downtown), vice- 
president, and Ralph Dickey, Bureau of 
Power and Light, reappointed 
treasurer, 


were Stuart Ray- 


secretary- 


\fter the business meeting the club mem- 
bers were guests of The Los Angeles Times 
and enjoyed a conducted tour of the news- 
paper's building. 
Plans are already under way for the 
Southern California group’s annual Display 
Clinic, to be held in January. This is the 
high-spot of the local displaymen’s year; 
in 1940 nearly 600 displaymen, retailers, and 
advertising men from Los Angeles and sur- 
rounding communities attended the two-day 


session. 


Package Competition Drive 
Gets Under Way 


Once again, under the auspices of Modern 
Packaging magazine, the annual All-Amer- 
ica Package competition takes form to re- 
flect the past vear’s latest and most ingenious 
developments in the creation of new pack- 
ages, new displays, and new machinery in- 
stallations. 
package suppliers, machinery manufacturers, 
package-using firms, and others responsible 
for the creation of the package or display. 
There are no restrictions regarding the num- 
ber of entries that may be submitted. Any 
package, display, or illustration of packag- 


Entry is open to all designers, 


ing machinery installation, which has reached 
the market or has entered production dur- 
ing the calendar year of 1940, is eligible for 
The January 6. In- 
cluded in the classifications are the follow- 


entry. contest closes 
ing which have particular significance for 
the display field: plastic containers, counter 
or shelf floor window 
displays. 


displays, displays, 


Fifth Avenue Association 
Christmas Window Awards 


The Fifth Avenue Association, New York 
City, announces that a display competition 
will be held during the first week in Decem- 
ber for the Fifth 
section. Stores will be divided into sixteen 
The winning display in each 


its members in avenue 
classifications. 
classification will be awarded a small silver 
cup, and a grand cup will be given to the 
classifications. 

The judges are: Mrs. Winthrop W. Ald- 
rich, Mrs. Helen Huntington Astor; Nor- 
mal Bel Geddes, designer; Mrs. Edna Wool- 
man Chase, Vogue; Mrs. William Randolph 
Hearst; Mrs. William W. Hoppin; 

ond Loewy, designer; Miss Neysa- Mc Mein, 

ustrator; Mrs. George Palen Snow, Har- 
Walter Dorwin Teague, 


best display in all 


Ray- 


Bazaar, and 


designer, 


] r’s 
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STARS ON RED REYTRIM 
For Quick Service 
Order from your Nearest 


Display Material Supplier. 


THE REYBURN MANUFACTURING CO., INC. 


Showrooms: New York and Chicago 
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THE MIRROR THAT BENDS 
A Really New Display Slant 
Sophisticated—M odern—Beautiful 

For store and window displays, display booths, 
and interior decoration, Miroflex, the mirror 
that bends, lends itself readily to convex and 
flat surfaces. Will stand without support (see 
illustration). 


Made of a large 
durab!y mounted on flexible cork composition 
backing. COLORS: Crystal clear, gold, blue, 
green and mottled effects. Get our prices on 
Mastic Cement for mounting. WRITE, on 
your letterhead, FOR MIROFLEX SAMPLES 


og 


number of small mirrors, 


and prices. 


Exclusive Distributor 


HUDSON SPECIALTY COMPANY 


167 Eleventh Ave. New York. N. Y. 
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INTERNATIONAL REGISTER CO. 


13 S. Throop St. Chicago, Il. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS a: 


—One of the best attentio 
getters of the year is being 
distributed by National Dic. 
tillers for its "Old Angus 
Scotch whiskey. It includ: 
a real barometer which ax 
curately forecasts the next 
day's weather— 


—The three-panel card for 
Wilson - Exclusive shirts and 
Wedglocke ties holds actua! 
merchandise. Little copy is 
used. The display, 30 by 32 
inches, was created and lith- 
ographed by The Forbes Lith- 
ograph Company, Boston, for 
Wilson Brothers, Chicago— 


— Little figures will help 
General Electric's Lamp Di- 
vision with display this year. 
Each hand holds a small ad- 
vertising card. The forms 
remain on display through- 
out the year, while the cards 
are changed monthly.  Pro- 
duced by Old King Cole, 
Inc., Canton, Ohio— 


—A "see for yourself’ dem- 
onstrator is being furnished 
Polaroid lamp dealers with- 
out charge and serves effec- 
tively to show the difference 
between ordinary illumina- 
tion and that from a Polar- 
oid study lamp. Two identi- 
cal pieces of printing are 
placed side by side, divided 
by a cardboard separator. 
A special filter destroys the 
Polaroid effect in the light 
from one-half the lamp, al- 
lowing customers to compare 
glareless Polaroid light with 
the glare of ordinary light— 


—The 21 by 30-inch cut-out 
for Wilson Brothers hosiery 
points out the reinforced 
toe and heel which bear the 
brunt of wear. Designed and 

lithographed by Forbe:— 


— Cosmetic merchandising 
makes attractive use of glass 
in this “miniature labora- 
tory" which Jacqueline Coch- 
ran Cosmetics Company uses 
to promote its new product, 
"Chromablend."’ The arc at 
the top is formed by a day 
and night light for study of 
the purchaser's individual re- 
quirements— 


—Hiram Walker's Canadian 
Club silhouette window dis- 
play is a framed reproduc- 
tion of a fine example of 
modern photography. It em- 
phasizes in a subtle manner 
Canadian Club's "most dis- 
tinguished taste in whiskey — 
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COMING UP! 


National Prosperity Week—Decem- 
ber 1-7. 

International Golden Rule Week— 
December 8-15. 

Winter Begins—December 21. 

Christmas Day—December 25. 

New Year’s Day—January 1. 

National Thrift Week—(Date to be 
established). 

Lee’s Birthday (holiday in the 
South)—January 19. 

President’s Birthday Ball—January 
30. 








Point-Of-Sale Factors 


Plan Program 

The unified action of producers of point- 
of-purchase advertising, long awaited by ad- 
vertisers, received a real start recently at 
the Hotel Biltmore, New York City. The 
Point-of-Purchase Advertising Institute met 
in general session, in which were included 
members representing national advertisers, 
lithographers, and mounters and _ finishers, 
to select new officers and directors and to 
formulate its new program. 

In the new board of nine directors are 
three men prominent in the advertising 
world. They are Carleton Healy, vice- 
president, Hiram Walker; B. H. Miller, ad- 
vertising manager, John B. Stetson Com- 
pany, and G. L. DeBeer, advertising man- 
ager, Bauer & Black. The other directors 
are L. L. Grisamore, Arvey Corporation; 
D. C. Ozmun, Chicago Cardboard Company ; 
George L. Rose, Mounting & Finishing Com- 
pany; George C. Kindred, Kindred-Mc- 
Lean; Harrison Caner, Jr., Ketterlinus Litho 
Manufacturing Company; J. M. Wolff, Jr., 
Wolff Printing Company. The new officers 
are L. L. Grisamore, reelected president; 
George C. Kindred, vice-president, and 
George L. Rose, secretary-treasurer. 

President Grisamore stressed again the 
two fundamental principles of the institute 
in the following words: “The organization 
of the institute is based on two interrelated 
thoughts. First, that in our opinion point- 
of-purchase advertising is the most economi- 
cal and effective medium of advertising ex- 
tant today. Second, that a determination 
and dissemination of the truths+ concerning 
point-of-purchase advertising can not but 
lead to an enlarged and more intelligent use 
thereof.” 

This meeting of the P. O. P. A. I. marks 
the culmination of perhaps six months’ 
work on the part of committee groups work- 
ing individually and in cooperation with the 
retired board of directors. The need for 
such an organization has been voiced by 
national advertisers and others for years 
with no definite results. Even in the earlier 
Stages of the development of point-of-pur- 
chase advertising it was realized that this 
Was an advertising medium of major im- 
portance, but no yardstick was available 
with which to measure it. No research has 
been made, no basic plans made known with 
Which to prepare and practically and eco- 
nomically use this medium to the utmost ad- 
vantage. Several individual efforts were 
made but they were too small and could not 
cover all aspects. 
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Finally, a small group organized the 
Point-of-Purchase Advertising Institute three 
years ago and its work has already made 
itself felt. To the retiring board of direc- 
tors goes much of the credit for the present 


success of the institute. They are L. L. 
Grisamore, George L. Rose, D. C. Ozmun, 
Edgar Reutener, and Harold Epstein. As 


a result of their efforts the coordination of 
three important groups behind the P. O. 
P. A. I. was facilitated and should shortly 
bring forth factual information as a result 
of their research, which will enable adver- 
tisers and their agencies more intelligently 
to evaluate point-of-purchase advertising. 

G. L. DeBeer makes this statement from 
the advertiser's standpoint: 

“The program which the Point-of-Pur- 
chase Advertising Institute has outlined for 
itself is one that is certain to benefit both 
the buyer and user of display material. For 
with a more scientific approach to display 
problems and with a greater appreciation for 
the true value of display material in mer- 
chandising plans, the manufacturer and the 
retailer should reap benefits not fully en- 
joyed in the past.” 

The institute has already started on vari- 
ous phases of its new program and will 
release new facts and reports from time to 
time. There seems to be no doubt, from 
reports already released, that an adjust- 
ment of point-of-purchase advertising in the 
advertising budget will inevitably lead to 
an increase in volume of this medium, caused 
by a greater benefit to the advertiser from 
an intelligent use thereof. 


Here's How To Satisfy 


All Buyers At Once 

Charles E. Lenhart, Hochschild Kohn & 
Co., Baltimore, apparently has hit on one 
way of showing the merchandise of every 
buyer in the store—on the same day and in 
only two windows. For the firm's forty- 
third anniversary, Lenhart used two win- 
dows in which an over-flowing cornucopia 
and the anniversary slogan occupied most of 
the display. But at the right was a screen 
on which a projection machine at the other 
side of the window threw a series of pic- 
tures of the merchandise being offered— 
ninety-six different photographs, represent- 
ing every department. Slides of other mer- 
chandise were kept available in case a 
given stock was sold out. 


Hermanson Presented 
With Gold Watch 

In recognition of his twenty-five vears of 
service as display manager for the Republic 
Merchants Association, Chicago, George 
Hermanson was presented with a gold wrist 
watch by his employers at their Silver !bi- 
lee festival held at the Knickerbocker _.otel 
on October 23. Hermanson is also presi- 
dent of the Display Sales Promotion Club 
of Chicago. 

















DISPLAY WORLD will appreciate 
receiving the names of all displaymen 
who are called for military training 
under the selective service act. 





VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N. Y. 
PLAZA 33-5968 


Complete 
photographic files 


Studio Still Lifes 


Reprints 
always available 


at moderate prices 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 
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information and samples 
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WE AGAIN OFFER 


SOMETHING NEW 


FOR THE DISPLAY MAN 


PRESTO 


SELF-STICKING 


TAFFETA TAPE 


Available in a Number of Beautiful 
Fall and Christmas Colors 


PRESTO TAPES 


Are Also Available in Many Colors 
in Foil and Enamel Finishes 


PAPIER MACHE 


CELLOPHANE 
BELLS 


TRIMMED BELL 
BELLS CLUSTERS 


MADE IN U. S. A. 


PLAIN 
BELLS 


PRESSURE SENSITIVE 


JEWELLED TAPE 


GUMMED BACK 


JEWELLED 
DECORATIONS 


Attractive Discounts to Jobbers 
and Quantity Users 


ELDREDGE SALES CO. 


110 EAST 42nd ST.| 228 N. LASALLE ST. 
NEW YORK, N. Y.| CHICAGO, ILLINOIS 


Lexington 2-6176 Central 0421 


Write for Literature & Price Lists 
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EDITOR AND DESIGNER CO-FEATURED 
AT CHICAGO CLUB MEETING 


By L. J. DWIGGINS 
Reyburn Manufacturing Co., Chicago 

Forty displaymen left their radios on the 
eve of election day and attended the Novem- 
ber meeting of the Chicago Display Sales 
Promotion Club at Hotel Sherman to hear 
R. C. Kash, editor, DISPLAY WORLD, and 
Al Parke, of Old King Cole, Inc., and were 
glad they did. 

Kash held his audience with his_ talk, 
“Whom Do You Sell—And How?” He gave 
five steps as the proper approach to effective 
results in display—finding the central idea, 
making the presentation convincing, drama- 
tizing the display, making it mechanically 
right, and testing for results. 

Kash said the consumer has two principal 
things in mind when an item of merchan- 
dise is brought to her attention—‘*What will 
it do for me or my family?” and “How much 
will it cost?” He said that if displays an 
swer these basic questions they will have 
gone a long way toward accomplishing their 
purpose. The talk was warmly received and 
the general impression was that some editors 
can speak as well as write. 

Al Parke, designer, cartoonist, and dis 
playman known all over the country and 
recently with Walt Disney Studios, enter- 
tained his listeners with an analogy between 
cartoon movie production and display sales 
promotion. He stated that lessons learned 
by experience in making effective cartoon 
movies are directly applicable to good dis 
play. “Simple ideas, making the main theme 
stand out, not being afraid to use old ideas 
by giving them a different twist, keeping 
the thread of the story moving, are just as 
necessary in a window as in a Micky Mouse 
cartoon,” he said. 


—Past-presidents were present in numbers at 
the November 4 meeting of the Chicago Dis- 
play Sales Promotion Club at the Hotel Sher- 
man. The four men standing have all headed 
the Chicago group at one time or another. 
Left to right, they are Allen Kagey, Botanical 
Decorative Supply Company; Carl Gestrine, 
Butler Brothers; E. J. "Jim" Berg, Durable Dis- 
plays, Inc.; Howard Oehler, Wieboldt Stores, 
Inc... . Seated, Al Parke, Old King Cole, Inc.; 
George Hermanson, Republic Stores, and 
president of the Chicago club; R. C. Kash, 
editor, DISPLAY WORLD. (Photo by Fred 
Kuehn)— 
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Parke used sketches to illustrate his i 
esting talk and many stayed after the m: 
ing to ask him questions and examine 
Disney drawings. 





Cleveland Club 
Activities 

The Cleveland Display Club is now 
publisher of a monthly booklet entit 
“Display Topics,” designed to carry n 
of local happenings in the display field. 
first issue, consisting of twelve pages 
an attractively flocked cover, was relea 
to club members early in November. (¢ 
Fadem is responsible for the new endeavor. 

The Cleveland group recently enjoye: 
Masque ball, which was well attended 

Among other activities in which this club 
is participating is a “window treasure hunt” 
scheduled for the middle of November. 
Under the rules of the contest, which has 
the sponsorship of the Upper Downtown 
Group of the Euclid avenue Association, 
each of forty-eight stores installs a dis 
play symbolical of one state which must be 
identified by the shopper contestant. A 
forty-ninth store will have a “mystery” dis- 
play to which the contestant must give a 
title. The winner of the contest will receive 
first prize of $1,000; second place pays $500), 
third $250, and the next twenty-five $10 each. 
"Sew And Save" Week 
To Include Contest 

Once more the national “Sew and Save” 
week, sponsored by National Needlecraft 
Bureau, 385 Fifth avenue, New York City, 
is to include a window display contest. Cash 
prizes will be awarded among two groups 
of contestants, with identical prizes tor 
those from smaller stores as for larget 
stores. First place will earn the winner 
$100 and runner-up in each group will carry 
away $50. In addition, $2.50 will be paid for 
each 5 by 7-inch display photograph (or 
larger) submitted. Complete details can be 
obtained from the address given above. 


Releases Folder 


On Decoratives 

An attractively bound folder covering a 
varied line of decoratives has been released 
by Abacot Displays, Inc., 18 East 16th street, 
New York City. 


request. 


Copies are available on 
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De Pinna Display Series 
Very Successful 

An unusual battery of displays by Haslett 
Glazebrook, Jr., for De Pinna’s, New York 
City, turned out especially well from a sales 
result. The displays depicted various pe- 
riods in backgrounds for en- 
sembles whose basic designs were inspired 
by the periods shown: Contemporary, Louis 
XVI, Directoire, Baroque, and Biedermeier. 
Two of the displays are pictured here. 

De Pinna definitely caters to buyers in the 
higher brackets, and these windows featured 
the finest merchandise carried by the store— 
costly, furred ensembles and similar apparel. 
The fact that the merchandise offered was 
quickly and completely sold out, as was re- 
placement tribute to the 
pulling power of the windows. 


decorative 


merchandise, is a 


The flooring of the windows was formed 
of “Aluminite,” a recently introduced me- 
tallic background material. This was used 
for the backgrounds, on which a well-known 
artist executed appropriate scenes in tem- 
pera. An added interesting effect was ob- 
tained by scratching the metallic with a 
blade to remove the gold “Aluminite” sur- 
face and make the body of the paper a part 
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of the painting. De Pinna received a num- 
ber of inquiries from individuals who wished 
to purchase the backgrounds after the dis- 
plays were removed. 


Baltimore Club 
Stages Party 


The semi-annual 
Display Guild was 
Two O'Clock club. 
George Hoffman, N. 
nitz, Stewart & Co.; C. E. 
child Kohn & Co.; Paul 
Roebuck & Co.; Herbert 
Hamburger & Harry McCawley, 
Hurzler Brothers Company; Henry A. Haw- 
kins, Schleisner Company; John M. Bon- 
nett, Hecht Brothers; Carl Ault, Hecht's 
Reliable; Charles E. Delker, Blum’s; Paul 
Purcell, Mayer's; Don Hurley, O'Neill & 
Co., Inc.; Irvin Liebowitz, K. Katz & Sons; 
James Kiley, Butler Brothers; William Me- 
Farlane, Gaxton’s. 


party of the Baltimore 
held in October at the 
Those present included : 
Hess Sons; Carl Kro- 
Lenhart, Hochs- 
Ferrante, Sears 
Weyrick, Isaac 
Sons; 


J. C. Nichols Joins 


Kern's, Detroit 

J. C. Nichols joined The Ernst Kern Com- 
pany, Detroit, November 11 as display man- 
ager. He John T. Chord, who 
December 1 to become director of 
for Marshall Field & Co., 
formerly editor of 
recently 


succeeds 
leaves 
interior display 
Chicago. Chord was 
DISPLAY WORLD, and 
with Goldblatt’s State street store, Chi- 
cago. Nichols was formerly in [ 
display for Wanamaker’s, Philadelphia, 
until he became affliated a year or so ago 
with the sales staff of Bliss Display Cor- 
poration, New York City. 


more 


charge ot 


New Displayer 
Is Introduced 

An unusual 
called “Tree Moderne,” has been placed on 
the market by Compton Crafts, Inc., 6015 
West Third street, Los Angeles. The wooden 
with adequate 


form of tapered displayer, 


unit combines individuality 
shelf space for merchandise, gift, and sundry 
displays. It requires only very small space 
in windows, on counters, ledges, or tables. 
Literature is from the 
given above. 


available address 


Ernie Pyle Pays Tribute 
To Cincinnati Displays 

Ernie Pyle, 
“Traveling” appears in leading newspapers 
throughout the nation, tossed an orchid to 
Cincinnati window displays in his essay of 
October 18. Quoting: “Speaking of Cincin- 
nati, it seems to That Girl that 
Cincinnati has the finest the 
most fascinating and high-class looking win- 
dow displays, of any city of equal size we've 


whose syndicated column 


and me 


stores, and 


ever been in.” 


Distributor Named 
For Pacific Coast 

The LOR Sales Company, 460 East Third 
street, Angeles, appointed 
Pacific coast distributor for Mitten’s Display 
Letters Company, Redlands, Calif. The firm 
is composed of Douglas Linnell, Jerry Roe, 
and William Olson. 
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IT'S ABOUT DISPLAY 





YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 











1 Few Xmas MAHARAM is prepared to 

gues Baek take care of your last minute 
age Units needs with a complete stock 

@ Cellophane of every conceivable Xmas 
Bells, Clus- 


Fabric or Novelty. Write or 
wire your requirements. De- 
Latest pend on MAHARAM | for 


es speedy and efficient service. 


ters, Roping 
@ Xmas Papers 











4 ert Get the habit of calling on 
@ Tinseltile MAHARAM . . . a money 
@ Rhinestone saving, time saving practice. 
Satins 
@ Satin Maharam Can Fill 
Ribbons 


© Jewel Cloths Every Display Need 
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FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK—130 WEST 46th STREET 


St. Louis Los Angeles Sen Francisco 
915 Olive St. 819 Santee St. 830 Market St. 





Chicago 
6 E. Lake St. 
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This Display Contest 


Isn't "Peanuts" 

A window display contest in which $1,000 
awarded has been an- 
National Peanut Council, 
National Peanut week 
1941. The prizes 
windows in the 
peanut 


will be 
nounced by The 
Suffolk, Va., for 
which begins January 23, 


in prizes 


will go for the ten best 
trimmed with 


Complete information can be ob- 


nation peanuts and 


products. 


tained from the Council, which will also 
provide display material. 
"Flexit'’ Contest Ends 
December 20 
R. L. Schwarz, Greggory, Inc., 10 East 


Kinzie street, Chicago, points out that only 
one more month remains in which to submit 


entries for the display contest being spon- 


sored by the firm. Any type of display 1s 


eligible, the only requirement being that 
“Flexit,” the flexible paneling, be a part ot 


the display. First prize is $100, second $50, 
third $25, 


$5 each. 


fourth to eighteenth prizes 


and 
The Johnson, 
Commonwealth Edison Company, and J. W. 
Scott & Co., both 


judges are R. O. 


Campbell, Carson Pirie 


The DISPLAY PARADE 


NOVEMBER, 1°49 





Kash, editor, |)!S- 


of Chicago, and R. C. 
PLAY WORLD. 


Schwarz also reports the installation a 


new 15-foot section on Greggory’s 
matic laminating machine, thus gearin: jt 


up to produce solid fibre panels) Pyro: x- 
lined on both sides. 


Lithographer Speaks 
On Display 

The principal speaker at the 
7 meeting of the advertising 
class conducted by the Advertising Clul of 
New York was N. J. Leigh, president, !in- 
son-Freeman Company, Inc., Long Island 
City. His topic was “Window and Counter 
Display.” 


Nove er 
g 


ands sellin 


Dana Jarrett Leaves 


The Diamond 

Dana Jarrett has resigned his position as 
display manager of The Diamond, Inc., 
Charleston, W. Va., in order to 
similar with the A. W. Cox 
ment Store Company, of the same city. He 
The Diamond by Howard 


accept a 


post Depart- 


is replaced at 


Kelly. 


—by Tony Brinker 





/AS PRESIDENT OF 
£ SOUTHERN CALIF. 
DISPLAY CLUB FOR 

THE PAST TWO YEARS... 


FAVORITE SPORTS ARE 
SWIMMING AND TENNIS 


















THIS 1S ONE 
OF THE SMALL 
VAQIETIES! 



















QLVEs IN NORTH HOLLYWOOD... 
FAVORITE HOBBY IS PLANTING 
AND CARING FOR "FHE MANY 
DIFFERENT VARIETIES OF PLANTS 
AND FLOWERS THAT SURROUND 
HIS HOUSE... MARRIED AND 
HAS A SON AND TWO DAUGHTERS. 





o 
i 
iy 


é : . 

E CELEBRATED HIS 
TENTH ANNIVERSARY 
WITH THE BROADWAY 
STORE LAST MONTH... 








DISPLAY DIREC7OR, 
THE BROADWAY- HOLLYWooD 
HOLLYWOOD, CALIF. 
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New Material Shown 
In Striking Exhibit. 


“Louverglas,” fhe new type sheeting of ' nek ieee ‘ 
“Plastacele” cellulose acetate plastic, recently i hoae 2 “~- > TROPICAL 


announced by the du Pont Company, is the 


subject of a current window display at the 7 “ ; 
Du Pont exhibit at Atlantic City. Illu- ” a Tia . oe. | aes Ta DECORATIONS 
minated food and other display arrange- 2 BA ad » es 

ments, lighting fixtures, and shaped forms of : § 


“Louverglas” illustrate various properties A — ee — AND 
of this sheeting in lighting and vision = 


control. > { 
\ pendant ceiling fixture, manufactured \ — . 

by the Miller Company, Meriden, Conn., is = a SUPPLIES 

at the center, shielding the fluorescent tube : 

from the eye, yet affording extremely high 

light transmission to illuminate the five foot 


sign beneath. 
A two-sectioned food display graphically rattan and bamboo furniture, bars and display accessories. We have on 


Original tropical decorators and manufacturers of a complete line of 


illustrates the way in which “Louverglas” hand the largest complete stock of bamboo, rattan, matting, screening, 
with pink louvers overcomes the deficiency 
of red light afforded by fluorescent lighting. 
This pink-louver sheeting, used with a day- for all your tropical display needs. 
light fluorescent tube in one section shows 


the food in appetizing, normal colors. In T R O p | C 5 H O p 
the other section a white fluorescent tube is 


— a oo ee: | a es ae LOS ANGELES, CALIF. 


as a result the food appears in distasteful 
off-tints, especially noticeable for objects of 


floor coverings and other tropical supplies and accessories. Consult us 











reddish or brownish hue. 


i , ; 2 oe 
“Louverglas” was conceived by L. C. 
Doane, president, Doane Products Corpora- Oo uU r r i S m a 5 is p a y « 
tion, and developed in collaboration with 


the research staff of the plastic department ’ will look their best on a 


of E. I. du Pont de Nemours & Company. “ 
It has very thin parallel translucent louvers - background of 


or “slats” running through the depth of a es 

clear transparent sheet at right angles to . : nes EATON G RASS MATS 

the surface. It is said to be the first mate- fi et 

rial to combine the efficiency of direct light- Pails . a Bes These better, close-cro d ill 
; “ot pped grass mats wi 


ing with the comfort of indirect lighting. add favorable attention value to your important 
window and store displays. 





Mannequin Featured f ’ 
In Harper's Bazaar . s* Order a fresh supply from your local display 
Two pages of the November issue of bs : jobber NOW. 
Harper's Bazaar were devoted to  photo- , 3 A we 
graphs and a description of “Zoe,” the exotic “" ‘ie EATON BROTHERS CORP. 
new mannequin created by Ruth Copeland i *. HAMBURG . a Z NEW Y 
Studios, New York City, from a design by f e , ’ ORK 
Marcel Vertes. One illustration shows te eek er soe , 
am ee ; Ss : MMP Hy sreae rani f ih 
Vertes “putting a finishing touch to his wey Wi \ Hee sii p ye we G 
Can 
W 


brainchild,” another shows the figure in the Cy re G 
(p"': 


workshop; the third—a full page—pictures fie ( Ghat pty Wi A i) eS isi Fi la 
the mannequin with a masculine dancing f Tye MM Matt ty es /, x, i \fiyy 
partner. Bonwit Teller, New York City, y uM Sis iH i ‘a Se vane 60h) 1 ie 
was the first firm to use the new figure in a On) NS ‘44 > == Tish iy wh’ 
display window. mn 


f if! 





> K “af 

if i Uy, WAC ' ’ 

i" " ShitanWAY Anes! ay: 3 

Hank line nl Ay Wee B Vl shied "A, akoat i IN, = a Mie if 17 





Moore Heads Display 
For New Unit 


Norman Moore has been placed in charge 
of display for the new Genung’s, Inc., store 
at White Plains, N. Y. 


" oe The tiny Mole can tunnel 450 
Premier Releases Original times his length in a single night! 
FLEXOACTION units dig right in, 


New Catalo 
palapet so | | HRISTMAS TR (00. The model illustrated. could 
A new catalogue, showing a complete line pull itself 822 times its length in 


of foil and metal mouldings, has been issued WREATHS— SPRAYS —T the same time. Write for details. 
hy Premier Foil & Metal Mouldings, Inc., __GARLANDS $2 ae FLEXO “ACTION 
39 East 12th street, New York City. nade ¥ ANIMATION MECHANISMS 
Best Pacific Coast Pine Cones, etc. GEARED MOTORS-ony TURNTABLES for 30 


Merriman Joins J 0 4 E S D E 0 RATI speed, current, or size. tolOOO pound displays. 
The Palace 2807 Sunset DEC LATING C0. MERKLE-KORFF GEAR CO. 


Grady Merriman, formerly display and ad- 5 “ 214 NORTH MORGAN STREET CHICAGO, ILL. 
ertising manager for Abdalla’s, Opelousas, ~~ 
a., is now with The Palace, Monroe, La. @ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
































File Your Copies with this 


BINDER 


A CLICK AND MAGAZINES 
ARE BOUND 


































| ine OUR many thousands of sub- 
scribers who have wished for an 
inexpensive way of binding and pre- 
serving their copies of DISPLAY 
WORLD we offer the new and 
beautiful PERMO BINDER to fill this 
very definite need. The binder is 
simple to use. No punching or mar- 
ring of magazines necessary. A click 
and the magazine is in... and with 
a patented construction any issue 
can be quickly and easily removed 
without disturbing the other maga- 
zines in the binder. One binder 
holds {2 issues. 






In addition to their practical use, 
PERMO BINDERS are so handsome 
in appearance that they turn your 
magazines into de luxe library edi- 
tions of beautifully bound books. In 
your bookcase or on the library 
table, whether in the home or office, 
PERMO-BOUND magazines are fit- 
‘ting companions for your rarest edi- 
tions. 
as 


Send check for $1.50 for each 
binder desired, $1.75 foreign. 


DISPLAY WORLD 


Cincinnati, Ohio 
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Phoenix Hosiery Contest 
Awards Announced 

Martin Koehring, advertising manager, 
Phoenix Hosiery Company, Milwaukee, has 
announced the winners in the company’s na- 
tional display contest. The competition was 
divided into three population groups, for 
each of which the first three prizes were $75, 
$35, and $20, plus four smaller awards. The 
following were winners of the top awards: 
first to third, respectively: Group “A,” T. 
De Kalb Key, The Fisher Company, Ta- 
coma; Clinton Clark, The Boston Store, 
Milwaukee; Fred Wassall, Walker Brothers, 
Wichita. Group “B,” The Hein Company, 
Waukegan, Ill.; Block & Kuhl Company, 
Aurora, Ill.; H. L. Green, The William F. 
Gable Company, Altoona, Pa. Group “C,” 
R. C. Beydler, Rosenberg’s, Santa Rosa, 
Calif.; H. Zimmerman & Sons, Marion, 
Ind.; P. H. Grobe, The D. J. Cole Com- 
pany, Billings, Mont. 

The judges were John Wilmarth, vice- 
president and art director, Earle Ludgrin, 
Inc.; Findley Williams, vice-president and 
art director, W. L. Stensgaard & Associates, 
Inc., and Rudolph Considine, general man- 
ager of the display department, Lucien Le- 
long, Inc. Phoenix reports of the contest: 
“The most interesting feature is the unani- 
mous indication that these window displays 
had greatly stimulated retail sales.” 
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Evening ''Workshops"” 


Inaugurated 

The School of Design, Chicago, has 
nounced “evening workshops,’ which h 
been broadened to make the school’s p 
gram available to professional people in 
fields of commercial and industrial desi 
The course in display, conducted by Rob 
J. Wolff, is based upon a new approach 
three-dimensional design. Interesting « 
periments are being conducted in the spec 
use of color and light, and in orienting t!) 
designer to the utilization of space for d 
play purposes. This workshop is attend 
by the personnel of store display depa 
ments, stage designers, and art directo 
Full information about the school can 
obtained from 247 East Ontario street. 
Novel Display Uses Seen 
For New "Half Bricks" 

The H. H. Turchin Company, 230 Fiith 
avenue, New York City, has just brought out 
glass “half bricks’ which have many un- 
usual applications in various forms of dis- 
play. Hollow, the bricks are reversible and 
can be used to build numerous display units. 


E. Marcel Joins 
Utah Firm 

Formerly a free-lance displayman in San 
Francisco, E. Marcel has joined Fred M 
Nye Company, Ogden, Utah. 




































































—''Boy! | like this idea of Gospard—live models with their itinerant displays!""— 
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Macy's Windows Designed 
By Patterson 


The animated toy windows of R. H. 
Macy & Co., New York City, will be de- 
signed by Patterson, famous illus- 
trator, and will go on connection 
with the annual Thanksgiving day 
parade which has become a feature of the 
New York scene at this time of year. The 
principal character in the 1940 parade will 
be a 75-foot balloon representing “Super- 
man.” 


Russell 
view in 


store’s 


Louis Lichenstein 
Appointed 

Elk Supply Inc., 37-43 West 
26th street, New York City, is now operating 
an active display materials supply depart- 
ment in the Eastern zone and has appointed 
Lichenstein as 


Company, 


Louis manager of the di- 
vision. 


Final Results Announced 

In Rothmoor Contest 

The “three-section” display contest spon- 
sored by the Rothmoor Corporation, Chi- 
cago, during August, September and October 
has been concluded and the winners an- 
nounced. First, second, and third prizes 
were $100, $50, and $25, respectively. 
August: first, Joseph Apolinsky, 
Joseph & Loeb, Birmingham; second, Rich- 
ard Staines, Vandever Dry Com- 


Loveman, 


Goods 
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pany, Tulsa; third, Les Blei and Guy Wol- 
cott, Nebraska Clothing Company, Omaha. 
September: first, P. Gensler, Engel & Fetzer, 
Cleveland; second, Russell T. Roe, Fandel’s, 
St. Cloud, Minn.; third, Carl W. 

R. F. Herndon & Co., Springfield, Il. 
ber: first, Paul Chambers, Palais 
Lafayette, Ind.; second, Jack Murray, Ram- 
sey Dry Company, Carthage, Mo.; 
third, D. N. Liepse, The Queen City, Marion, 
Indiana. 

D. D. Michel, 
Rothmoor, 
tries received in 
far superior to any 
that the Rothmoor Corporation has 
sored, and it was extremely difficult for the 


Rinnus, 
Octo- 


Royal, 


Goods 


advertising manager for 


states: “The quality of the en- 
all of these contests were 
this nature 


spon 


contest ot 


judges to render a decision.” 


Reyburn Markets 
"Snow Paper" 

An addition to the Christmas line of dis- 
play materials of the Reyburn Manutactur- 
ing Company is Paper.” Thickly 
covered with a pure-white glittering sub- 
stance in fine flakes to simulate snow, this 
new display material imparts a_ realistic 
wintry effect wherever used. In addition 
to being applicable to pedestals, plateaux, 
and the like, the material is flexible and 
can be used to cover poles and columns. 
Sample cuttings are available from the firm 
at Allegheny avenue at 32nd _ street, Phila- 
delphia. 


“Snow 








—''Confidentially, just when IS Thanksgiving ?"— 


‘kéocky Wounlain 
SNOWFLAKES 


Packed in 80-Pound Bags 


$7.95 


Covers about 80 sq. ft., 1 inch thick. 
Will not crush. Easy to use. 
PUTS THE OUTSIDE WINTER 

ATMOSPHERE IN YOUR DISPLAYS 


Send Your Order Today to 


GENERAL DISPLAY CORP. 


140 W. FOURTH ST. 


CINCINNATI, OHIO 





C 


Sell With MOTION 


If you want to sell displays . . 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains .. . 
that assures larger audiences, better spots and 
longer showings. 


Speed Way is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 





etc. 





tions, 


len 


ok y ) 


V2. 


- animate them. 


Service to display men. 


speeds, synchronization, packaging, 
Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 
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Fxpansion Move For 


Cincinnati Firm 


The General Display Corporation, com- 
paratively young Cincinnati firm, held a 
“house-warming” in its new and enlarged 


Headed 
by Junius Merril 
Hermanson, vice-president, the display sup 
ply house is now located at 140 West Fourth 
street in a building which provides 
quate showroom and _ stock 
present and has facilities for expansion as 
The photographs show the 


quarters on Sunday, November 3. 


Fisher, president, and 


ade- 
space for the 


required later. 
modern front and display 

The firm was 
March, 1937, and has grown steadily 
since. Additional space became imperative 
ago, but the change from the 
former location in Carew tower 
laved until the Fourth street building could 


room. 
incorporated in Ohio in 
ever 
some time 


was de- 


be renovated and a new front installed. 
The front is 23 feet, 6 inches wide and has 
windows 12 feet in depth. Porce- 
was used for the front 
the lower part in Dubonnet and the 
plete upper section in cream color. The 
letters—24 in height for the “G’— 
are of Dubonnet porcelain enamel finish. 
The interior of the store provides a space 
of 75 by 22 feet for display purposes, with 
additional room at the rear for the offices. 
Two floors and the basement of the seven- 
building are in use by General Dis- 


display 
lain enamel proper, 


com- 


inches 


story 
play at present. 

were present at the 
formal opening on November 3, including 
prominent displaymen from Cincinnati, In- 
Middletown, Dayton, Columbus, 


Some 350 persons 


dianapolis, 
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Lexington, Louisville, Huntington 
Charleston, W. Va., and Springfield, H 
ilton, and 


Portsmouth, Ohio. A number of 
representatives of companies whose dis) 
lines are handled by General Display (| r- 


poration were present, including Per 
Schott, Jr., and Alvin Mendel, of Korre«t- 
Way Display Products, St. Louis. A bu: et 
luncheon was served to the guests dur: ig 


the afternoon. 

While the company primarily 
ganized to serve as a display supply house 
adjacent territory, a nuin- 
ber of items are now being sold on a na- 
tional The firm is exclusive repre- 
sentative in its territory for a 
lines, including those of Korrect-Way [is 


was 
for immediately 


scale. 
number of 


play Products, International Register, and 
other well-known manufacturers. In ad 
dition to Fisher and Hermanson the sales 
staff includes Milburn Zeff, covering Ohio 
and West Virginia; S. F. Pratt, Kentucky 
and Indiana; and D. Stevens, Indiana and 


parts of Ohio. Seven other representatives 
are located in various parts of the country, 
including Hilo, Hawaii. R. E. Massman 
is in charge of the firm’s credit department, 
William Tillinghast after 
and Miss Peggy Crusham handles the ordet 


looks shipping, 
department. 

Hermanson and Fisher formerly 
the West Virginia Advertising 
Huntington, specializing in display installa- 
national advertisers. 
sold several years ago in order to permit 
full time to be devoted to General Display 
Corporation. 


"Point-Of-Purchase" Booklet 
Now Available 


A limited number of copies of a booklet 
entitled “Point-of-Purchase Advertising” are 
now available from the Chicago Cardboard 
Company, 656 Washington boulevard, Chi- 
cago. Originally given as an address by 
Hedley P. Simons before the Chicago Fed- 
erated Advertising Club, the pamphlet was 
prepared in response to numerous requests 
for copies of the talk. 


Jenkins Now With 
Tapp, Columbia 


Formerly with L. Hammel Dry 
Company and Reiss Brothers, Mobile, L. G. 
Jenkins has joined the James L. Tapp Com- 
pany, Columbia, S. C., as display manager. 
He succeeds Ben Hess, who resigned re- 
cently and whose future plans have not yet 
been announced. 


owned 
Company, 


tions for This was 


Gi ods 


Displayman Appears 
On Radio Program 

During the “Coffee hour” program of 
radio station WNEW on October 25, Ben 
Finkelstein gave an educational talk on the 
evaluation of shoe display and what it en- 
deavors to accomplish. Finkelstein is dis- 
play manager tor Ansonia DeLuxe shoe 
stores, New York City. 


Sweetnam Named Manager 
Of Display Division 

Formerly with the E. F. Schmidt Com- 
pany, Milwaukee, G. E. Sweetnam has been 
appointed manager of the display division 
of the Rayner Company, Chicago lithog- 
raphers. 
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Doint=-Of-Durchase Display 
in Ihe Automotive Field 


By J. M. COFFEY 
Badger Carton Company 


In a recent impromptu discussion between 
a group of five, which included two men 
in automobile manufacturing and distribu- 
tion, two in the automotive supply or ac- 
cessory field and one display manufacturer, 
a number of characteristics of present da) 
merchandising in these fields were ex- 
amined. 

The display manufacturer was quite posi- 
tive in his opinion to the effect that despite 
the many natural advantages, such as un 
usually large window space and attractively 
designed showrooms, the automobile deal- 
ers (who also have the “natural” potential 
market for accessories) have, as a group, 
done an amazingly inconsistent job of using 
these advantages to influence the passing 
public toward sales. 

One of the group, who is responsible in 
a large part for the engineering and design 
of the several new models of a prominent 
manufacturer, stated emphati- 
cases the compelling 


automobile 
cally that in many 
beauty of detail in design of these new cars 
is hidden by large paper posters and mam- 
moth painted announcements which cover 
the windows which might well serve as a 
beautiful setting through which the passing 
public (who may be urged to stop) could 
view and develop interest in the new model 
or models displayed in the showroom. The 
entire group agreed that this loss of valu 
able attention getting possibilities was quite 
general. 

While the Point of Purchase Advertising 
Institute, Inc., Chicago, will undoubtedly 
provide definite statistics covering this re- 
tail field in a subsequent bulletin, the writer 
is certain that the premium placed on win- 
dow space, through its possibilities for cre- 
ating the cardinal aims of advertising—to 
attract attention, to develop interest and to 
create sales—is justified by everyone inter- 
ested in merchandising. This group was 
unanimous in its opinion, in view of this 
fact, that the dealers in the subject field 
are, therefore, not only losing point-of-pur- 
chase appeal, which they might use to much 
better advantage than most retailers, but are 
actually working negatively on the ad- 
vantages they enjoy. 

We shall venture to say that practically 
all of our readers, who are conscious of the 
advent of the new 1941 models, have found 
that the dealer windows, in many cases, not 
only do not afford an unobstructed view of 
the cars, but that painted 
signs, etc., actually obstruct the view. 

It was generally conceded that John Q. 
Public is influenced to enter any retail store, 
in most cases, by interest developed in one 
1 more items in the show window. It, 
therefore, seemed to this group that a large 


these posters, 


percentage of the less aggressive souls, who 
may have had a fleeting interest in the new 
models, would pass on rather than be drawn 
into the showroom by a window shopping 
survey. 

One of the members of the little group, 


who is engaged in sales promotion of au- 
tomotive accessories, stated he was con 
vinced that tremendous improvement can be 
made by the manufacturer in supplying 
proper backgrounds or display stands which 
would present the usually unattractive auto 
attention compelling 


motive parts in an 


manner. Such stands would influence the 
dealer to display these accessories in an 
orderly manner and, where the accessories 
are quite large, proper background settings 
would insure their being placed in a rela 
tively proper position in the window. 

In discussing the matter further, it was 
suggested that these stands and backgrounds 
for accessories should be no larger than is 
absolutely necessary, and that a real win 
dow display job could be accomplished by 
grouping the accessories at the sides, with 
the larger displays at the ends and_ the 
smaller displays tapering down toward the 
This would provide an 
structed view through the greater part of 
the window and would focus attention on 
the car or cars which are closest to the win- 
dow in these brightly 


center. unob- 


lighted showrooms. 

It was also suggested that to replace the 
large paper banners and painted window 
signs, which destroy the view of the usually 
attractive 
mounted and 


heavy-weight 
die-cut 
form of 


large 
attractively printed 
possibly in the 


show room, 


pieces be used 
mammoth arrows—which would be set in 
the window in a slanted position to provide 
a good view of the copy but which would 
direct the public’s attention to the cars. 

Such signs might also be made in the form 
of miniature billboards, mounted on easels, 
to simulate road signs. We are sure that 
miniature duplicates of the large 24-sheet 
posters which herald the advent of new 
cars would do a much better job in that 
they would co-ordinate the appeal of the 
large billboards by this miniature reminder 
at the point of purchase. 

During the course of this discussion, the 
writer was much impressed with the very 
thorough job which is apparently being done 
by the automobile manufacturer in the effi 
cient organization of the service end of this 
business. Each of these large organizations 
have engineers who devote all of their time 
in cooperating with the dealer for orderly 
arrangement of their service and repair de- 
partments to provide quick and dependable 
servicing to their customers. It seems to us, 
however, that while the actual repair shop 
or service department is organized in a most 
orderly manner, the showroom (where the 
sale is invariably made) has not been han 
dled with the efficient 
direction. 


same energy and 


One of the top organnizations in this field, 
however, has done a great deal more in 
this line than the industry as a whole. This 
company — provides periodically 
direct attention and, consequently, 

[Continued on page 17] 


displays 
which 








DRESS 
FORMS 


OF 


GENUINE 
RUBBERLITE 


NO CHIPPING 
NO CRACKING 
NO WARPING 


KP. 405 


The form shown above is one of the 
most popular in use by leading stores 
everywhere. Its long life and grace- 
ful lines have made it an outstand- 
ing favorite. Rubberlite is your 
insurance against breakage! Write 
for illustrated folder of over seventy 
additicnal Rubberlite displays. 


RUBBER PRODUCTS, INC. 


2066 CANALPORT AVE. - - CHICAGO 
4 WEST 37th ST. NEW YORK 
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With 


TILE LETTERS 


MITTEN’S DISPLAY LETTERS 


Redlands, California 


BRANSBY & HEWITT 


1600 Broadway, New York, N. Y. 


LOR SALES CO. 


460 East Third St., Los Angeles 





Send for the 


“In 1891 


AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 








145 to 151 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 











































When planning your Fall and Christmas 
Decorations, Use Natural Greens: 


EE Sisco sags cele kcancccnseee case $4.50 
Magnolia Foliage .............. case 4.50 
Long Needle Pines.............. doz. 2.00 
Leerel Bowing ..0.5.....0s00008 yard .10 
Southern Grey Moss........... 10 lb. 1.50 


PREPARED FOLIAGES 


Your orders will have our personal attention 
and prompt shipment. 
Wire or write 


Caldwell The Woodsman Co. 


EVERGREEN, ALABAMA 














GLASS SILK (SPUN GLASS) 


Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof. 
When you visit New York be sure to see our 
New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct . 


Manufactured by FRIEDRICH & DIMMOCK 


Factory: Millville, N. 
New York Representative: 7 E. 42nd ‘st, New York 











SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 








THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns e Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales ** OvicxGo. i1t. 





THAYER & CHANDLER AIRBRUSH 


y the articular artist 


Send for Catalog §2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., 





CHICAGO, ILL 
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The most important issue at the Interna- 
tional Association of Display Men Detroit 


convention was the proposed affiliation of 


the I. A. D. M. with the National Retail 
Dry Goods Association. The officers of the 
I. A. D. M. initiated this move, after Jerome 
Walters spoke before the January meeting 
of the N. R. D. G. A. and asked for repre- 
sentation for displaymen. 

This column, sensing the importance of 
the move, conducted a national survey and 
presented it to the display convention in 
June—showing that nearly 85 per cent of 
displaymen throughout the country favored 
an affiliation. At the convention opposition 
arose from a small group. On Wednesday 
afternoon Erwin Hiffman, St. Louis, sub- 
mitted a fair resolution which proposed that 
a committee be appointed to go to New York 
and meet with the N. R. D. G. A. officials. 
This committee was appointed and in- 
structed to go to New York with an open 
mind, work for the good of the I. A. D. M., 
and then present the suggested affiliation 
proposals to the membership for action. 

The committee met recently as scheduled 
and was presented with two propositions 
by the National Retail Dry Goods Asso- 
ciation. These were rejected. The point I 
want to make here is that the committee 
failed to abide by the spirit of the resolu- 
tion passed at the Detroit convention. The 
proposals were rejected by the committee 
without being presented to the membership 
for consideration as promised. It seems odd 
that an overwhelming majority of display- 
men members of the I. A. D. M. were let 
down without a voice or a vote. 


I ask you, can any organization build up 
membership strength by ignoring a majority 
of its members? Can any organization keep 
faith with its members by preventing them 
from taking part by ballot on its vital poli- 
cies of operation? This complete disregard 
of the thoughts and wishes of the member- 
ship, no matter how small a group they be, 
speaks volumes for our lack of progress as 
an organization. It’s up to you members to 
stop it. Every displayman, small-town or 
big-city, who has a membership card cer- 
tainly is entitled to his opinion on issues 
concerning the I. A. D. M., especially when 
it was promised that the issue in this case 
would be submitted to the membership for 
decision. 


The greatest wisdom comes not from a 
few men, but from the whole organization 
voicing its opinion. That is the democratic 
way. I have always abided by a majority 
rule and [ sincerely believe every member of 
the I. A. D. M. has a mind of his own. 
However, no member wants to be dangled 
from strings like a puppet on such matters 
as concern his future in display. 

I say “vital issue” because most displaymen 
in the field of retailing are with stores as- 
sociated with the National Retail Dry Goods 
Association. Your boss and my boss belong 
to this organization which represents a four 
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billion dollar industry in America. 1 
N. R. D. G. A. is the voice for this hu 
business. 

The I. A. D. M. committee rejected 1 
two offers without asking its membership 
it were doing the right thing. I, personal] 
and I think you will agree, would like 
least to have a chance to decide such a mat 
ter for myself. I would like to show my em- 
ployer that I had faith in his organization, 
prove to him why I didn’t think we should 
affiliate by giving him facts. 

I am sorry to see the I. A. D. M. committee 
take this action without getting the voice of 
its membership. I repeat here what I said 
in Detroit: “The course is charted. Eighty 
five per cent of displaymen want the I. A. 
D. M. ship to tie-up alongside a battleship 
that knows the sea lanes of retailing, 
equipped with guns that will reach the re- 
tailers’ ears, alert nationally to guide us to 
do greater things. That battleship is the 
Naional Retail Dry Goods Association.” 

Next month I will discuss the proposals 
by ‘the N. R. D:G. A. to ‘the £.. A. D; M. 
after you have read them in this issue. 
(Editor's note: The complete details of the 
two propositions submitted at the New York 
meeting are not given in the report of John 
L. King, managing director of the I. A. D. 
M., elsewhere in this issue, since it was de- 
cided by the I. A. D. M. headquarters that 
no helpful point would be gained in so doing. 
The editor, who has had an opportunity to 
study the proposals in detail, agrees with 
the committee that they were not practical 
from the viewpoint of the I. A. D. M.—but 
also agrees with Mr. Bingham that the com- 
mittee should have made its report to the 
membership as originally planned.) I sin- 
cerely believe, however, that the fight for 
justice, the fight for a voice, the fight for a 
vote, and the fight for every displayman’s 
future welfare in retailing has just begun. 
If you believe this, you can help yourself, 
your employer and your future in the display 
profession by writing me a letter. Your 
voice will be recognized in this column. 
“Think This Over” is written solely to ad- 
vance the display profession. Its thousands 
of written words have been donated to this 
cause. We have always tried to defend the 
display profession to the best of our ability. 
We have always tried to raise the standard 
of display. Tell me your opinions on this 
subject as a member of the I. A. D. M. 

If you do not belong to the associatior 
tell me why you don’t and state whether 
you are in favor of joining the N. R. D. ¢ 
A. as a display group. 





Leaves Oppenheim, Collins 
To Form Display Firm 


Miss A. Ione has formed her own displa 
service under the name of Ione, Inc., at 57 
West 55th street, New York City. She 
formerly was in charge of display for Op 
penheim, Collins & Co. 
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Of New 


\ mirror that talks—and projects the 
shopper into a room to flatter her individual 
coloring—is the feature of the new Alexan- 
der Smith Colorama exhibit which started 
October 4 at Rockefeller Home Center. The 
exhibit is open to the public free of charge 
Monday through Saturday from 10 in the 
morning until 6 o’clock in the evening. 

The talking mirror is perhaps the most 
intriguing novelty in an exhibit which in- 
troduces a different idea in decorating— 
rooms designed as flattering backgrounds 
for individual coloring. The mirror reduces 
the shopper to one-eighth normal size and 
shows her successively in five miniature 
rooms, each planned for a_ specific color 
type, blonde, brunette, brown-hair, silver- 
gray, Titian. She is able for the first time 
to see herself as others see her in various 
settings—to “try on’ rooms as she does hats 
and dresses—to decide which one does most 
for her. And while she is seeing herseli 
in these rooms, the magic mirror. talks— 
and tells her what shades are most becom- 
ing. 

Colorama is defined as a new idea in dec- 
orating; the planning of color schemes to 
flatter particular color types. 

The theory behind the exhibit is that a 
woman’s scope of flattery extends far be- 
yond her clothes, that she “wears” the rooms 
in her house just as she does her dresses. 
Every woman knows that she looks and 
feels prettier in certain outfits. This exhibit 
proves that the right room setting done in 
colors to flatter her hair and skin and eyes 
can make an equally important difference 
in her looks. 

Fifteen miniature rooms are on display 
Each one has been created for a different 
color type—the golden blonde, the dazzling 
brunette, the country brunette, the “peaches 
and cream” red-head, and so on through 
nearly every kind of color personality. In 
each miniature room a little figure repre- 
sents the type of woman for whom the room 
was made. 

The secret behind the Colorama exhibit is 
color. The striking brunette, for example, 
looks well in brilliant colors, And so_ the 
rooms designed for her are brilliant, full of 
strong contrasts and vibrant tones. The 
blonde, on the other hand, looks her best 
when surrounded by deep tones or soit 
tones; her rooms reflect this color theory 
In addition, each room is carefully designed 
to emphasize the wearer's best features. One 
room for a woman with silver-gray hair has 
billowing silvery curtains to dramatize her 
hair. Polished copper accessories are used 
to reflect the brilliance of blonde hair in 
another room. Still another, for a blue 
eyed woman, is created around a soft blue 
carpet that is just the shade to make her 
eyes deeper and more luminous. 

Virginia Hamill executed the Colorama 
exhibit for Anderson, Davis & Platte, Inc., 

dvertising consultants to Alexander Smith 
* Sons Carpet Company. It is the sequel 
to the Alexander Smith “Talking Rooms” 
xhibit which opened last year at Rocke- 
teller Home Center and was subsequently 
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Talking Mirror is Feature 


Exhibit 
displaved in department stores all over 
America. 

This personalized approach to decorating, 
Colorama, has been years in the making. 
It was initially conceived by Anderson, 
Davis & Platte, Inc. Bernice Bowser, color 
expert, did intensive research on the color 
types of women and the colors becoming to 
each type. These theories were checked by 
color experts at the Alexander Smith mills 
for application in the field of actual mer- 
chandise. Miss Hamill was chosen, because 
of her wide experience in designing and in 
the home furnishings field, to execute the 
display Using color schemes evolved by 
Clara Dudley, Alexander Smith's color 
scheme consultant, Miss Hamill designed 
the miniature rooms for the different color 
types. And, to make the whole Colorama 
idea intensely personal and appealing, she 
worked out the idea of the “Magic Mirror.” 
The technical construction of the mirror was 
carried out by the Diorama Corporation. 

It is the aim of the exhibit to make the 
planning of a home easier and more satis- 
factory to a woman. For years, stage de- 
signers have tollowed the Colorama theory 
in planning settings for their leading ladies 

considering every scene a background for 
the star’s hair and eyes and complexion. 


More Information On 
Spring Woolen Colors 

America’s own scenic beauties provide 
rich inspiration for the twelve National 
Park colors featured in the collection of 
1941 Spring Woolen shades which the Tex- 
tile Color Card Association has just issued 
to its members in confidential swatch form. 
\s described by Margaret Hayden Rorke, 
managing director of the association, these 
muted shadowy tones from nature’s paint 
hox give the impression of being viewed 
from the air in the morning mist. Blending 
into this natural color symphony are Yellow- 
stone gold, Crater blue, Acadia mauve, 
Rocky Mountain blue, golden earth, Yose- 
mite green, Watertall blue, Timber rose, 
smoky green, Canyon rose, Limestone beige, 
and Redwood tan. It is expected that these 
subtle misty colors will have wide promo 
tional appeal, because of the big travel sea 
son anticipated at our great national parks 

Focusing fashion interest on the native 
\merican theme are the vigorous North 
American Indian colors This aboriginal 
group comprises) Buckskin beige, Apache 
rust, Navaho green, Amulet purple, Mohawk 
green, Indian orange, Cherokee rose, Hopi 
turquoise, Indian brown, Totem yellow, 
warpath red, and Tribal blue. 

Of importance in the basic color move 
ment for spring is the patriotic blue family, 
which includes Marine Corps, the authentic 
shade of the United States Marine Corps 
uniform. West Point, half gray and_ halt 
blue, is the swagger color worn by West 
Point cadets. American navy, a deep mari 
time blue and its lighter complement, Firm 
ament blue, are other new renditions that 
are expected to appear in the front ranks 
of spring fashions 
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The NEW Scientifically Designed 


TRANSPARENT PLASTIC 
TEE TOP 


In all colors of the RAINBOW 


Displays merchandise 
attractively. Shoulder 
shape — made to con- 
form with slope of the 
garment. With incor- 
porated notch for lin- 
gerie, slips and eve- 
ning gowns. 


A profitable jobbing 
item. 





JOBBERS WANTED 














THE HENRY HANGER CO. 
OF AMERICA, INC. 
450 7th Ave. New York City 











CREATORS — DESIGNERS 
MANUFACTURERS 


Animated Advertising Displays 
for Counters, Windows, etc. 


Epecia’ists in Depicting Waterfalls, Fire, 
Steam, Pouring Actions, Traveling Letters, 
etc., in Illuminated, Motorless Motion, by 
means of Heat-driven Revolving Cylinders. 


Seen-In-Action Display Co., Inc. 


261 Fifth Avenue New York, N. Y. 
Murray Hill 5-3586-7 











Philadelphia's Largest Display Center 


ADVANCE DISPLAYS, Inc. 


1020 ARCH ST. PHILADELPHIA, PA. 
If It's New in Displays — We Sell It 
Write for Xmas Catalogue 








““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. New” foue City 











DISPLAY MEN 


Rent Your “Props’’—Comp!ete Back- 
grounds in Stock—Reasonable Rates 


The PROP SHOP at 


142 EAST 32nd ST. NEW YORK, N. Y. 
Tel. LEXington 2-5973 
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Plans Already Under Way 
For 1941 Father's Day 


Although Father's day will not come 
‘round again until June 15, 1941, prepara- 
tions for the increasingly important event 
are already in progress. The _ official 
Father's day poster was released several 
weeks ago by the National Father's Day 
Council, 9 East 41st street, New York City. 
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It is done in full colors from a painting by 
McClelland Barclay. The poster carries out 
the theme of Americanism not only in its 
legend, “Salute Dad the American Way,” 
but by its strong preponderance of red, 
white, and blue as well as the stars and 
stripes subtly worked into the illustration. 
Stores will be urged to display the poster 
for several weeks before the event. 








OPPORTUNITY EXCHANGE 








TERRITORIES OPEN!! 
Excellent Sideline for Extra Income 


Exclusive specialty line—Window background 
and Interior Display materials—available to 
responsible salesmen calling on department 
store and well rated retail trade. Compact 
samples, easy to show. Largest stores in coun 
try continually using our products. 


Correspondence invited for current and 1941 


season. Mention territory covered, etc. Replies 


confidential 


Address “S F” 


Care DISPLAY WORLD 
175 Fifth Avenue New York, N. Y. 


SALESMEN WANTED 


Leading manufacturer of mannequins and 
other display items has following three 
territories open: Northwest, Southwest, 
Southeast. State lines now handled and 


experience. 


Address “MODISH”’ 
Care DISPLAY WORLD 
175 Fifth Ave. New York City 








PROTECTED SALES TERRITORIES 
OPEN FOR NEW TYPE ANIMATED 
COLOR DISPLAYS 
Manufacturer of new type animated color dis 
plays developing national sales organization to 
sell to advertisers through display manufactur 
ers. Protected territories. Opportunity for real 


earnings. Prefer men now contacting advertisers 
ind display manufacturers. Write for proposition. 


Address “COLORS” 
Care DISPLAY WORLD 
175 Fifth Avenue New York City 





COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW-11. 








DISPLAYMAN, employed, married, wants a 
job which offers an opportunity for the future. 
Can handle all types of windows, do air brush 
and silk screen work, cards and posters, use 
Cut-Awl and Brischograph, design and execute 
backgrounds and set-ups. Excellent references; 
salary reasonable. Write “M. E. V.-11,” care 
DISPLAY WORLD. 











DISPLAY NOVELTIES WANTED 


A display organization doing a national busi 
ness is desirous of adding to its line display 
specialties of unusual merit. If you have 
something, write at once. 
Address “S. R.” 
Care DISPLAY WORLD 





POSITION WANTED 


Cardwriter—young man now employed, thor- 
oughly experienced in high quality lettering, 
layout, and cutout letters. Original ideas for 
interior display. Capable of assuming full re- 
sponsibility of sign shop. 
Address .. Dp.” 
Care DISPLAY WORLD 








DISPLAY SALESMEN WANTED 
Experienced display salesmen wanted to carry 
a popular line of display unit specialties as a 
side line. Also interesting proposition for deal- 
ers and jobbers. Write now before your terri 
tory is assigned. 


MET-WOOD DISPLAY CRAFT 
251 Woodlawn Ave. Trenton, N. J. 


HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, III. 








FOR SALE 
New Clear-Opticon 400" sign projector; 500 
watt A.C. and D.C. opening at bottom; covers 
8x9-inch sketch or print. Big double lens, ex 
tension tube for small work, new Mazda lamps, 
switch, ete. Boxed. Guaranteed perfect. $16.00 


GEO. HERMAN 


3518 Page Blvd. St. Louis, Mo. 


ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. ommon school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 








PROFESSIONAL TRAINING in all branches 
of CREATIVE DISPLAY including: Windows, 
Interiors, Backgrounds, Store Fronts, Exhibi 
tion Booths, Model Building, Showcard Letter 
ing, Retail Sales Promotion, Advertising Lay 
out. Individual instruction by experts. Mod 
erate tuition. Employment Service. Request 
Booklet DW. DISPLAY INSTITUTE, 3 East 
44th Street, New York, MUrray Hill 2-5567. 








DISPLAY, COMBINATION MAN 
Window trimmer, card writer, background con 
struction and interior displays. Permanent posi 
tion and good opportunity for thoroughly expe 
rienced man for fine Ladies’ Specialty Shop. 
Complete details first letter. Address 

“SPECIALTY,” Care DISPLAY WORLD 
175 Fifth Ave. New York City 
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Question: We would like to do some e1 
graving on transparent plastics, but are i 
doubt as to the best way of going about i 
What would you recommend ?—Denver. 

Answer: For the particular kind of plasti 
you mention, place the transparent sheet o 
a solid table over the drawing to be repro 


duced. Anyone with some experience ii 
sculpturing or carving can readily cut line: 
and design effects in this material. Use 
regular “V"-shaped carving tool for cut 
ting. You can also use an electric hand 
grinder, for which there is a wide assort- 
ment of cutters and wheels. Do not rub th 
surface of the material, but dust lightly to 
remove grindings while working. 

Question: We are enclosing a_ rough 
sketch of a display window in which we 
wish to install fluorescent lighting. Will you 
please advise us as to the best way of locat- 
ing the lamps for good results ?—Philadel- 
phia. 

Answer, by W. J. Eby, General Electric 
Company, Cleveland: Since the articles dis- 
played will undoubtedly be placed along a 
line running from the front glass back and 
up to some point on the background, there 
will be both horizontal and vertical surfaces 
to be lighted. It seems advisable to mount 
the lighting equipment in the upper part of 
the window near the glass so the light will 
be directed not only down, but also in to- 
ward the merchandise. With such a mount- 
ing location, the light is directed at a more 
advantageous angle for illuminating the 
vertical surfaces. 

Because high brightness is so important in 
making a window display effective, and be- 
cause the Mazda F (fluorescent) lamp is 
essentially a low wattage source, it is nec- 
essary to use several rows of lamps to pro- 
vide the same illumination as that obtained 
from one row of filament lamps in reflec- 
tors. If the windows are shallow, the Type 
F lamp can be used very satisfactorily to 
provide relatively high brightness. Ii the 
windows are deep, however, the large num- 
ber of rows of lamps required makes _ the 
initial cost quite high in comparison to the 
cost of filament lamps and reflectors. 

Question: We are wondering if you can 
give us information on the following point: 
is there any way of obviating shrinkage of 
papier mache caused by the use of paste? 
The method used is that of pasting the 
paper in layers into a mould. It is possible, 
we know, to estimate the amount of shrink- 
age which will take place in a certain piece 
of work, but we would like to know if there 
is any way of circumventing this difficulty 
altogether—Wellington, N. Z. 

Answer: One of the leading display manu- 
facturers says: “The best we or any other 
manufacturer has been able to do, so far as 
we know, is hold the shrinkage to a mini- 
mum by letting the product dry in the mould 
There is no way to avoid this altogether, to 
the best of our knowledge.” 
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The Screen Process 
In Motion Display 


(Prepared by the Display Motion Divi- 
sion of SpeedWay Manufacturing Company, 
Cicero, Il11.) 

The newest and important modern 
display trend is the increased use of motion 
displays. Many surveys have been made 
and they all show that the motion display 
attracts many more people than the still 
display; holds their attention for a longer 
period of time, and, in general, does a far 
more effective display and selling job. 

In these modern times when competition 
is keen for choice display spots in the 
dealers’ windows or on their counters, the 
motion display is sure of a prominent loca- 
tion and is rarely wasted. Dealers are well 
selling job an effective 


most 


aware of the fine 
motion display does. 

The longer life, the greater 
the more prominent locations 
and the far greater effectiveness of the 
tion display combine to make it the 
economical form of display. 

Modern animation units made by several 
reputable firms are low in price, dependable 
in performance, and simple in design. Some 
companies offer a designing service to help 
the displayman create the motion displays. 

Most motion displays use either small 
electric motors or solonoid units to ani- 
mate them. The motor can be used to ob- 
tain a greater variety of motions, but it 
is somewhat more costly than the solonoid. 
For large displays, or those having a rotary 
motion, a motor is used, but in smaller 
cardboard displays requiring an oscillating 
motion, a solonoid is the ideal unit. 

The problem of adapting the motion unit 
to the display is one which the displayman 
and the maker of the motion unit must work 
out together. Before a motion can be de- 
signed, the displayman must know the fol- 
lowing about his displays: (1) Kind of elec- 
tric current to be 2) Kind, amount, 
and speed of motion desired. (3) Quanti- 
ties involved. This last determines whether 
the quantity will justify the design of a spe- 
whether a stock unit is 


circulation, 
commanded, 
mo- 
most 


used. 


cial motion unit or 
to be used. 
Whatever the quantity—large or small 
the displayman will get sympathttic cooper- 
ation from the maker of the motion units 
who experts in the organization tor 
this very purpose. 
Having how 
motion is both advertisers and retail 
favor of it—how 
how the 
and how 


have 
seen desirable the use of 
how 
ers alike are strongly in 
impressive its increasing use; 
of motion units has been reduced, 
the makers of such units assist the display- 
man, let us see just where the screen process 
man fits into this motion display picture. 
We find he has a most important position 
in the motion display field. There are four 
distinct classes which include the bulk of 
all motion displays in which the screen 
Process man has a decided advantage 


cost 


over 
his competition. 

l. INTHESMALL QUANTITY FIELD. 
Most motion displays are bought in quanti- 
ties of than 500 units at a time—the 
while not rare, are not usual. 


less 


lar er runs, 


The tendency towards designing special mo- 
tion displays and not animating a portion 
of a still-display run is increasing and it is 
safe to predict that quantities of 500 or less 
motion displays will continue to be the rule. 
that the 
advantage 


It is here of course screen process 


man has his greatest over com- 
petitors. 

2. ITINERANT DISPLAYS 
are moved from place to place 
for long life and are constructed of dur- 
able materials such as wood, plywood, com- 
position board, plastics, ete. While it is 
other methods of reproduc- 


those which 
are designed 


possible to use 
materials, 
method. The 


tion on these screen 
the most 


ties involved also place 


process is 
quanti- 
field 


satisfactory 
them in the 
where the screen process is dominant. 
3. DISPLAYS USING GLASS OR PLAS- 
TICS to obtain light effects are 
is reproduced 
shined 
process 


increasingly 
common. The sales message 
on these materials, and light is 
through them. Again, the screen 
is the best method for this type of display. 

4. The last not as important 
as the others, is still to be 
includes all those displays whose shape and 
form makes it difficult to reproduce upon 
them. <A typical example is a_ turntable 
round skirt carries the advertising 
Long experience teaches the su- 
process over the 
reproduction in this field. 
and its pos- 
remains only 


class, while 


considered and 


whose 
message. 
premacy of the = screen 
other methods of 

The field of motion is large, 
sibilities are considerable. It 
for screen process to avail itself of its nat- 
ural man 
will find a broad field for the exercise of 
ingenuity, cleverness and originality and he 
will find the ready 
to cooperate 


advantages. The screen process 


makers of motion units 


with him. 


POINT-OF-PURCHASE DISPLAY 
IN THE AUTOMOTIVE FIELD 


[Continued from page 43] 


develop sales on accessories which are es- 
pecially needed during the season in which 
display is shown. 

These interval displays are usually placed 
in the window or so positioned in the show- 
room that a obtained from 
the window invariably feature 

form of flashing light, 
do an excellent job in influencing the 


good view is 
and, as they 
some motion and 
they 
passerby. 

such 
theit 
showroom 


Possibly the greatest advantage of 


changed displays lies in 
to add new life to the 
stimulate the interest of the 


people in accessory displays. 


frequently 
tendency 
and to sales 


In many instances, the automobile dealer 
is content to provide a 
play easel on which the 
cessories are displayed, this 


easel is frequently used for an entire twelve- 


very massive dis 


board or new ac- 
and board or 
month period. In some instances, a dealer 
will use this same fixture 
and it usually becomes dusty and shopworn, 
actually detracting from any appeal the ac- 
may have for the 


year after year, 


cessories prospective 


purchaser. 





AETNA PLYWOOD 
BUILDS BETTER DISPLAYS 


Panels of plywood will bend without crack- 
ing, and they can be painted, stained, or 
lacquered to produce appealing and modern 
displays. Aetna’s fir, pine, gum, oak, ma- 
hogany, and walnut panels hold nails and 
screws at the edges without splitting, and 
fancy or figured woods make displays that 
click. Send for our free catalogue—you'll 
like our extra-fast service! 


AETNA PLYWOOD AND VENEER 


1729 Elston Avenue Chicago, Illinois 
Phone Armitage 7100 











BIRDS 
AND 
ANIMALS 
USED FOR 
Window Display 


Build sales because they 


Attract Attention 


Write for our descrip- 
tive folder giving rental 
prices by week and 
month. 

Also Glass Eyes for 
Manikins, Animals and 
Birds. 


Schoepfer 
Taxidermy Studio 


1200 Broadway at 29th 
New York City 
Murray Hill 4-2050 


NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 





For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 











°? LOOKING FOR SOMETHING NEW! 


] FL EXTURE (A Snakelike metal) 
[] Goodman Illusion Manikin Heads, $5.75 
[}] Goodman Guaranteed Turntables, $5.00 
[ } Goodman Tilted Coat Forms, $5.50 
[ } Goodman Patent Sleeve Forms, $3.00 
] Geodman New Speedmatic Tacker, $6.50 


GOODMAN COMPANY 
“Unusual Display Equipment” 
19 West 34th St., New York, N. Y. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 














CORONET 100 Styles 


To Select From 
mannequins 


Misses, Juniors 
and Stouts 





Write for Catalog “DW” Today 


THE DISPLAY EQUIPMENT CORP. 


147 WEST 37th ST. NEW YORK 
PHOTOGRAPHIC 


BLOWUPS 


Quality—Service—Economy 


STITES PORTRAIT CO. 


SHELBYVILLE, INDIANA 
Established 1899 



























Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


(] Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
ones (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

_] Store Designing 

[] Store Fronts 

(} Tackers 

}] Time Switches 

[] Turntables 

[] Valances 

[) Wall Board 

(] Window Lighting 


O Do you wish a copy of their catalogue? 
C) Do you plan to remodel your store soon? 
{} Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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NOVEMBER, 1915 


Probably the first “blow-ups” to be used 
in window display were featured in a series 
of windows by C. D. Lovelace, Meyer- 
Jonasson Company, Pittsburgh. The blow- 
ups were approximately 7 by 11 feet in size 
and cost $50 each. 

Arnold, Constable & Co. opened a Fifth 
avenue store in New York City, with Emil 
Schmidt in charge of display. 

A searcity of air brush colors, due to the 
war, was making itself felt. An air brush 
instructor recommended the use of canned 
raspberry or cherry juice as substitutes for 
reds. 

L. A. Rogers, second vice-president of 
the International Association of Display 
Men, assumed charge of display for Kline's, 
Detroit. 

The California Display Managers and 
Window Trimmers Association met at “The 
Pin-Ton.” Paul Lupo, The New York 
Store, presided. 

James E. Wendel, formerly with the Dren- 
nen Company, Birmingham, became display 
manager for Stillman’s, Grand Rapids. 





NOVEMBER, 1930 

George R. Russell became display man- 
ager for Edwards & Son, Buffalo. He had 
been with William Hengerer Company of 
the same city. 

Alvin G. Anderson, display manager for 
Jordan Marsh Company, was the guest 
speaker at a meeting of the Boston Display- 
men’s Club. 

Boston was selected as the 1931 convention 
city of the International Association of Dis 
play Men. 

The following were in charge of display 
for their respective stores: John W. Grubbs, 
Jr. H. P. King Company, Johnson City, 
Tenn:: Matt Markusich, Wolfson’s, San 
Antonio; Paul Hamlin, Abraham’s Ready- 
to-Wear, Davenport; Arthur J. Harper, 
Leavitt's, Bridgeport, Conn.; J. A. Cory, 
Franklin Simon, New York City; Carl 
Shank, Stix, Baer & Fuller, St. Louis; 
Allen Kagey, Mandel Brothers, Chicago; 
Emil Schmidt, Gimbel Brothers, Philadel- 
phia; T. L. Cook, Derge-Bodenhausen, St. 
Joseph, Mo.; C. L. Roesch, Castner-Knott 
Company, Nashville. 


Ries Opens Office 
In New York 

Ludwig Ries, formerly located in Forest 
Hills, L. I., has opened a New York City 
office at 1239 Broadway. He represents the 
\rtley Studio, Newark, New Life Studio 
and Leo Prager, both of New York City, 
and The Fischer & Jirouch Company, Cleve- 
land 


Clyde Downer Resigns 
From Hassel's 

The resignation of Clyde Downer from 
Hassel's, Chicago, has been announced. His 
future plans have not yet been divulged. 
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Advance Displays, Inc 
Aetna Plywood & Veneer 


Becker Sign Supply Co 


Caldwell The Woodsman Co 44 
Carstenite Sales Pies 44 
Copeland Studios, Ruth 2 
Detroit Showcase Co.. 44 
Display Equipment Corp ca; 47 
Douglas Fir Plywood Assn ; 2 
Eaton Bros. Corp..... 39 
Eldredge Sales Co.. 36 
Excelsior Paper Spec. Co 37 
Flame-Glo Co., Inc 45 
Friedrich & Dimmock a4 
General Display Corp 4\ 
Goodman Flexible Sleeve Form Co 47 
Greggory, Inc. 27 
Hansen Mfg. Co., A. L : 31 
Helms Chemical Co 47 
Henry Hanger Co. of America, Inc 45 
Hudson Specialty Co.. 33 
International Register Co 33 
Jones Decorating Co 39 


Korrect-Way Display Products. . 
.. Inside Front Cover 


Maharam Fabric Corp. . 38 
Manhattan Wood Letter Co 43 
McGraw-Hill Publishing Co 31 
Merkle-Korf Gear Co 39 
Piileo, Fo... .... 29 
Millburn Mills .... 44 
Mitten Display Letters Co 43 
Opportunity Exchange were 
Pacific Bamboo Products 29 
Prop Shop, The 45 
Redikut Letter Co 45 
Reyburn Mfg. Co 33 
Roehl Studios, Virginia 35 
Rohm & Haas Co Inside Back Cover 
Rubber Products, Inc. . 43 
Schoepfer Studios, Inc.... 47 
Seen-in-Action Displays, Inc 45 
Service Bureau ........... 48 
Sherman Paper Products Corp 25 
Sherwin-Williams Co Back Cover 
Shoe Form Co... ae 23 
Southern Importers & Exporters 27 
Speed Products Co 29 
Speedway Mfg. Co 4| 
Stensgaard & Associates, Inc., W. L | 
Stites Portrait Co 43 
Thayer & Chandler 44 
Tropic Shop 39 
Woerner Adv. & Mfg. Co 44 
Williams, Inc., Jas. B 38 
Wold Air Brush Co 43 
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Reflecting years of display experience, these PLEXIGLAS fixtures are designed and 
sold by Sobel Displays, New York City. 


PLEXIGLAS 
DISPLAYS 





B. iLt for real selling work, PLEXIGLAS gives day in and day out 
display service in leading department and specialty stores. Clear as 
fragile crystal, PLEXIGLAS is as strong as good wood and can be broken 
only by a hard direct blow. Its clarity is permanent, for PLEXIGLAS 
does not discolor even on exposure to sunlight and weathering. 

Ask any leading fixture manufacturer for information on his line of 
modern PLEXIGLAS displays. For special displays and counter units, 
you can easily saw, drill, and form this acrylic plastic in your own 
shop; or we shall be glad to send you the names of experienced 


PLEXIGLAS fabricators in your vicinity. 


Prexicias is the trade-mark, Reg. U. S. Pat. Off., for the acrylic resin thermoplastic sheets and rods manufactured by the Rohm & Haas Company. 


ROHM & HAAS COMPANY, INC. && 
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222 WEST WASHINGTON SQUARE, PHILADELPHIA, PA. 










BETTER CALL YOUR NEAREST 
SHERWIN-WILLIAMS GRAPHIC 
ARTS DISTRIBUTOR — HE’S 








GET ‘“‘ONE-STOP SERVICE’’ ON ALL DISPLAY NEEDS 


There’s a display center near you...adisplay center You'll! find him friendly and helpful...and you'll find 
you ought to know more about. It carries just about __ it hard to stump him on a single item. That’s because 
everything you'll ever need in display advertising his stocks are supplemented by five super-warehouses 
materials. It carries your favorite nationally-known | —strategically located. It’s truly “one-stop service”! 
lines of display items, plus a complete stock of paints, And call him freely when puzzled by a problem in 


tools and equipment. It’s your local Sherwin-Wil- 
liams Graphic Arts distributor. 
Get acquainted with him today! Stop in or ’phone. 


display, screen-processing, airbrush work or paint 
application. He'll send a trained expert . .. no obli- 
gation... no cost! 


S-W SHOW CARD COLORS Extremely bril- 
liant colors that you'll find a joy to use. 
They come in 30 beautiful shades that have 
unusual opacity and covering power. They’re 
non-bleeding, will not rub or chip off. And 
because stocks move so fast, you'll never 
find them caked in the bottle. Neither will 
they harden in the brush or pen while in 
use. Try them today! A color card will be 
forwarded on request. 


The SHERWIN-WILLAMS Co., Graphic Arts Division, Cleveland, 0. 


COMPLETE STOCKS OF 


DISPLAY MATERIALS 


Scores of your favorite display materials are stocked 
by your local Sherwin-Williams Graphic Arts Dis- 
tributor. Display papers, panels, die-cut items, tapes, 
process materials, air-brush supplies, boards, foils 
and colors and finishes—in fact you'll find it hard to 
name a single item he does not carry. Be sure to stop 
in and see his stocks—or get acquainted by 'phone. 


A handy brochure that will acquaint 
you with the screen process method 


of reproduction... 


today’s medium 


for bringing new life and appeal to 
your display advertising. Use cou- 


pon now! 


S-W POSTER SCREEN PROCESS COLORS 
For higher-grade screen-process work, these 
carefully formulated materials have excep- 
tional color strength. Can be reduced as 
much as 600% with extender base and still 
remain more brilliant than cheap colors. 
And with this reduction they actually cost 
less than the cheap colors now on the mar- 
ket! Twenty-five brilliant colors that dry 
in five to fifteen minutes. 


SEND FOR YOUR FREE COPY TODAY! 


SHERWIN-WILLIAMS 





ADDRESS 
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